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Gladys the beautiful receptionist 
ays that the package containing 
er favorite smoke says “Camel,” 
hile the carton uses the plural. 

If Gladys has a carton, she must 
ave been patronizing the black 


arket. 
i. a 


“Men are flocking to our no- 
okum lather because our ads 
ppeal to their intelligence,” says 
isterine. 

Intelligent men, however, may 
end to avoid a product which 
hispers in a P. S. to the ladies: 
For a great shampoo try friend 
usband’s Listerine Shaving 


vv¥sey’ 


Or perhaps Listerine is merely 
rying to intimate that a man and 


oman can be friends, though 
arried ; 
This sounds plausible. Even 


he middle of their ten-round bout. 
, se, dame 


A shriek of agony rang out on 
he midnight air: “Help! Help! 


That must have been one of the 
victims of the ruling of the Chi- 
ago Tribune that certain types of 
lassified advertising must be con- 
ned to ten lines. 
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“January publications,” the 
opy Chasers discover in Indus- 
rial Marketing, “seemed generally 
be late.” 

Add an “r” and let it ride to 
1945. 

Oe ow 


“Which insurance company, if 
he policyholder so wishes, will 
include among payees children not 
yet born?” 

Life among the magazine ads is 
so complicated these days. 
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Grace Moore not only uses Arrid 
herself, according to the current 
magazine copy, but notes that the 
same deodorant “is used by many 
friends of the stage, screen and 
radio world.” 

Looks as if we are reaching the 
point where your best friend will 
tell you. 

~~ Vw 


_ “We'll patch the patch,” prom- 
ises Allis-Chalmers. 
Now we’re really getting some- 
where, 
7, Vv. 


“All-out” was supposed to rep- 
resent the zenith in effort. 

There must have been some mis- 
take, because Pillsbury has just 
put some frosting on the cake in 
the form of “very all-out.” 
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“Try Pepto-Bismol for that 
queasy feeling resulting from eat- 
ing too much, too fast. If you do 
hot get prompt relief, consult your 
Physician.” 


Or your psychiatrist. 
> 


Sign at the Wrigley Building 
Cigar stand: 


“Don’t say sweaters—say ‘Tish- 
wKnit’” ‘ 
_What’s the correct pronuncia- 
tion, pal? 

= ww 


“After hours, win romance with 
4 bright, sparkling smile.” 
a is reminiscent of the In- 
‘an's definition of a tenderfoot on 
sede ranch: “Big hat—no cat- 


Copy Cus. 


J. H. Ryan Named 
fo Succeed Miller 
as NAB President 


Convention to Be 
Held in Chicago 
Aug. 28-31 


Chicago, Feb. 3.—John Harold 
Ryan, 59-year-old Toledo radio 
station executive now acting as as- 
sistant director of censorship, was 
elected president of the National 
Association of 
Broadcasters 
here yesterday, 
succeeding its 
first paid presi- 


dent, Neville 
Miller. 
Informed of 


this action by 
the NAB board 
of directors, Mr. 
Miller agreed to 
step aside as 
soon as his suc- 
cessor can wind 
up his Washington, D. C., affairs. 
Feb. 15 was set as a tentative date, 
although Mr. Ryan may not be 
able to take over until as late as 
April 1. 

The retiring president’s term of 
office, under a $35,000-a-year con- 
tract, was to have expired June 30, 
and the directors asked Mr. Ryan, 
now on leave as vice-president and 
general manager of Fort Industry 
Company, Toledo, to serve until 
July 1, 1945. 


Convention Date Set 


Having settled a vexatious in- 
ternal problem after previous at- 
tempts to unseat the NAB presi- 
dent failed, the board voted today 
to abandon tentative plans to hold 
a victory conference in New York 
City the week of April 10. Instead 
the trade group will hold its °44 
convention at the Palmer House 
here Aug. 28-31. 

Following the unanimous recom- 
mendation of a nominating com- 
mitee appointed last July 30, 
headed by Don S. Elias, executive 
director, WWNC, Asheville, N. C., 
the board voted in favor of Mr. 
Ryan by substantially more than 
the required two-thirds majority. 
Although a minority group sup- 
ported Mr. Miller, no opposition at 
all was raised against the selection 
of his successor. 

Pending the actual switch in 
presidents, C. E. Arney Jr., NAB 
secretary-treasurer, will act as 
managing director. He will re- 
place Mr. Miller in filling the 
schedule of district meetings which 
got under way this week at In- 
dianapolis. Lewis H. Avery, -direc- 


(Continued on Page 57) 


J. H. Ryan 


Decentralization: 


A Major Postwar Prob- 
lem... ‘In Washington,’ 
Page 48. Other features: 
Adfolk in the Armed Forces........ 56 
Ad-libbing 


Coming Conventions ... : 52 
Editorials ..... Pe, 12 


Farm Paper Leaders........ 38 
Getting Personal ... .... . 54 
Information for Advertisers. . ae 
Magazine Leaders... oe 
SESS ee vooe ae 
Photographic Review ...... .. 8 
Postwar Planning . ......... +e 
err Prete e Crete 39 


Rough Proofs - 
Voice of the Advertiser. 4a . 24 


ff Follow instructions given in each 
Artiltery Gun Book and in Section 
Vill of Cir, No. 215, WD. 16 Sept. 1943 
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POSTER CAMPAIGN—The War Dept. 
is using posters such as this on camp 
bulletin boards and other commercial 
techniques to emphasize need for 
“preventive maintenance’ of equip- 
ment. (Story on Page 16.) 


Canadian Price 
‘Holdout’ Charged 
in Paper Shortage 


Washington, D. C., Feb. 2.—Con- 
gressional and WPB officials are 
watching the decline in Canadian 
pulpwood shipments to the United 
States with considerable concern, 
with the assertion frequently 
heard here that the paper short- 
age has been aggravated by a 
Canadian “holdout” for higher 
prices. 

These charges have been broadly 
hinted at recent hearings of the 
Boren newsprint committee, but 
never directly stated for the rec- 
ord. On several occasions, how- 
ever, Chairman Lyle Boren asked 
witnesses how the pulp imports 
were holding up. 

Displaying unusual interest in 
the pulpwood situation, he re- 
cently interrupted testimony by 
Arthur Treanor, director of the 
WPB printing and publishing di- 
vision, to ask if imports of pulp- 
wood had kept pace with increased 
newsprint imports. 

Officially, WPB has expressed its 
own concern over the fact that 
Canada had decided to ship news- 
print to this country instead of 
pulpwood. While the newsprint 
was desirable, Harold Boeschen- 
stein, director of the forest prod- 


(Continued on Page 60) 


P&G Tops Field in ‘43 
Advertising in 3 Media 


GMA Legal Chief 
Hit for Attack 
on Chain Stores 


Safeway President 
Sees Move to Ban 
Private Brands 


Oakland, Cal., Feb. 3.—The right 
of food distributors to trademark 
and market their own private 
brands jumped into the limelight 
this week as L. A. Warren, presi- 
dent of Safeway Stores, Inc., chal- 
lenged the Grocery Manufacturers 
of America to state its views on 
the controversial subject. 

Mr. Warren, in a letter to lead- 
ing distributors and other execu- 
tives, enclosed copies of an inquiry 
he has addressed to the GMA 
president, Paul S. Willis, regarding 
attacks on chain store companies 
in the food field by Charles Wes- 
ley Dunn, general counsel for the 
Se tes - 

The latest attac j r. War- 
ren, was made in a he ihe lawyer 
made before the GMA’s annual 
convention in New York Nov. 5, 
during which, he charged, Mr. 
Dunn proposed “the enactment of 
legislation to completely eliminate 
Safeway Stores and similar mar- 
keters of ‘private brands’ from any 
competition whatsoever with the 
group which he calls ‘the manu- 
facturing food industry.’ ” 


Willis Promises Answer 


(In New York, Mr. Willis told 
ADVERTISING AGE that he intends to 
answer the Warren letter in a few 
days, and that he will ask the 
Safeway Stores president to send 
copies to the same “mailing list.” 
He said there is nothing to fight 
over, that merely clarification of 
an issue is involved.) 

Mr. Warren, indicating that he 
was in complete agreement with 


(Continued on Page 59) 


Last Minute News Flashes 


Campbell Releases Copy for Dehydrated Soup 

Camden, N. J., Feb. 4.—Campbell Soup Company, currently distribut- 
ing two varieties of dehydrated soup under the Franco-American label, 
will break this week with its first consumer advertising for the new 
product, using weekly 1,000 and 500-line ads in the Philadelphia 
Bulletin, in addition to radio spots on three Philadelphia stations. 
Ward Wheelock Company, Philadelphia, is the agency. 


Majestic Starts ‘Radio News’ Column in Dailies 
Chicago, Feb. 4.—Using newspapers in 15 major markets, Majestic 
Radio & Television Corporation has launched a new campaign with 
full-column ads featuring latest Hooper radio reports. Termed “Ma- 
jestic Radio News,” the column will be extended soon to other cities, 


and will appear twice a month on radio pages. 


is the agency. 


Foote, Cone & Belding 


John H. Owen, Inc., Appointed for Mason Candy 
New York, Feb. 4.—Mason, Au & Magenheimer Confectionery Mfg. 
Company, Brooklyn, has appointed John H. Owen, Inc. (formerly 
White, Lowell & Owen), to direct advertising for its various candy 
products, including Mason mints, Peaks, Mason Dots and Black Crows. 


Newspapers and radio will be used. 


American Network Plans National FM Broadcasts 
New York, Feb. 4.—The American Network has announced long- 

range plans which will include FM broadcasts over mutually owned 

FM stations throughout the country. American is planning to develop 


an “ideal program structure” 


built around information obtained 


through an extensive listener survey to be conducted by Kenyon & 


Eckhardt. 


General Foods and 
General Motors Rank 
Second, Third 


(A complete tabulation of 1943 
expenditures in magazines, net- 
work radio and national farm 
papers begins on Page 34.) 

Chicago, Feb. 3.—The largest 
advertising expenditure of 1943 in 
magazines, farm papers and net- 
work radio was that of Procter & 
Gamble Company, whic bought 
$15,501,236 worth of gross space 
and time in these media. The sec- 
ond largest was General Foods 
Corporation, whose investment to- 
talled $11,730,650; the third larg- 
est was General Motors, which 
spent $10,130,409 for itself and its 
multitudinous subsidiaries and 
affiliates, despite the complete 
stoppage of civilian automobile 
production. 

Total 1943 advertising in na- 
tional magazines measured by 
Publishers’ Information Bureau, 
which makes an independent audit 
of advertising expenditures in this 
field, was $232,061,971, and the 
420 advertisers who spent more 
than $100,000 each in these media 
accounted for total expenditures 
of $178,824,206. Total advertising 
in national magazines during 1942 
was $177,751,811, so that 1943 ad- 
vertising showed an increase of 
30.5% over the previous year. 

Total 1943 advertising on radio 
networks was $152,643,877, with 
the 140 advertisers who spent 
$100,000 or more each in this me- 
dium accounting for $148,359,955. 
The 1942 radio network total was 
$115,404,803, the 1943 expenditure 
thus being 32.3% ahead of the pre- 
vious year. 


Farm Papers Up 37.4% 


National farm papers carried a 
total of $14,164,656 in advertising 
during 1943, with the 50 leading 
advertisers in this medium ac- 
counting for $9,926,432. The 1943 
total was 37.4% ahead of 1942, 
when expenditures in this medium 
added up to $10,309,520. 

These are the highlights of the 
annual ADVERTISING AGE survey of 
advertising expenditures in na- 
tional media, based on figures sup- 
plied by Publishers’ Information 
Bureau. Dollar totals of expendi- 
tures by national advertisers in 
newspapers are not available at 
present, although the Bureau of 
Advertising will presumably issue 
its figures on leading advertisers 
later in the year, as it has done 
annually for several years. Ex- 
penditures by individual adver- 
tisers in other important media, 
such as outdoor and car cards, 
have never been available. 

In garnering first place during 
1943, P&G repeated its perform- 
ance of 1942 and 1941, when it 
also led the field. The soap giant’s 
advertising in magazines, farm 
papers and network radio totalled 
$12,988,877 in 1941, and $14,297,- 
498 in 1942. Of its $15,501,236 
total for 1943, $10,825,222 was 
spent in network radio and $4,676,- 
014 in magazines. This marks the 
second year in which P&G has hit 
the unprecedented figure of $10,- 
000,000 in radio, the first time 
being in 1940, when the company 
spent $10,999,416 in this medium. 


G-F Heavy on Radio 

The General Foods total was 
also comprised largely of radio, 
with 1943 expenditures in this 
medium adding up to $8,487,435, 
compared with $2,774,843 in maga- 
zines and $468,372 in farm papers. 
Its 1942 total for the three media 
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was $10,291,919. General Motors, 
on the other hand, rang up a total 
of $7,954,207 on magazine cash 
registers in 1943, compared with 
$835,884 in network radio, and 
$1,340,318 in farm papers. Its 
total expenditure of $10,130,409 
was more than twice GM’s 1942 
total of $5,030,583, and resulted in 
moving the one-time leader from 
ninth place in the 1942 tabulation 
to third place in 1943 figures. 
Others in ’*ae “big ten’ for 1943 
Inc.; 


were: 

4. Sterling Drugs, 1943, 
$8,669,431; 1942, $8,806,047. 

5. Lever Bros.; 1943, $8,443,107; 
1942, $8,132,018. 

6. General Mills; 1943, $7,454,- 
223; 1942, $5,351,748. 

7. R. J. Reynolds Tobacco Com- 
pany; 1943, $6,311,530; 1942, $5,- 


279,161. 

8. Liggett & Myers Tobacco 
Company; 1943, $5,847,693; 1942, 
$5,281,136. 

9. American Home Products 


Corporation; 1943, $5,731,917; 1942, 
$4,543,397. 

10. American Tobacco Com- 
pany; 1943, $5,653,176; 1942, $4,- 
383,289. 

As indicated, Procter & Gamble 
was the largest user of network 


time during the year, with Gen- 
eral Foods next. In third place 
on network expenditures was 
Sterling Drug, others of the first 
ten radio buyers being, in order: 
Lever Bros.; General Mills; Amer- 
ican Home Products; American 
Tobacco; Coca-Cola Company; 
Liggett & Myers; and Miles Labo- 
ratories. 

Leader among magazine adver- 
tisers was General Motors, with 
P&G second. Distillers Corpora- 
tion-Seagrams was third, followed 
in order by General Electric Com- 
pany; Colgate - Palmolive - Peet; 
Schenley Distillers Corporation; 
General Foods; R. J. Reynolds To- 
bacco; Lever Bros.; and Bristol- 
Myers Company. 

In national farm papers, Gen- 
eral Motors was in first place, fol- 
lowed by General Foods; R. J. 
Reynolds; General Mills; J. I. Case 
Company; International Harvester 
Company; Goodyear Tire & Rub- 
ber Company; Firestone Tire & 
Rubber Company; Ralston Purina 
Mills; and Dr. Salsbury’s Labora- 
tories. 

A total of 35 advertisers spent 
$2,000,000 or more each in the 
three media during 1943, their 
combined expenditure for all 


media being $165,996,966. A de- 
tailed tabulation of these leaders’ 
expenditures, showing individual 
figures for magazines, radio and 
farm papers, appears on Page 40 
of this issue. 


Cormier to McGillvra 


Albert A. Cormier, said to have 
been Station WOR’s first radio 
time salesman, advancing over a 
ten year period to commercial 
manager and then general man- 
ager, has joined the sales staff of 
Joseph Hershey McGillvra, New 
York, radio station representative, 
in an executive capacity. For three 
years Mr. Cormier was vice-presi- 
dent and sales manager of Station 
WIP, Philadelphia, and was vice- 
president of Hearst Radio when 
the Hearst interests Owned and 
operated ten stations. 


Duncan to Speak 


Andrew Duncan, managing di- 
rector of the Cereal Institute, will 
discuss “What’s Ahead in Food 
Merchandising and Advertising” 
at the luncheon meeting of the 
Chicago Federated Advertising 
Club at the Hotel Sherman Feb. 10. 


| 
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FACTS..... 


@ Indianapolis, one of America’s 
finest transportation centers .. . 
16 railroad lines, 5 airports. 120 
truck lines enables one to reach 
overnight 75,000,000 people. 


@ Retail sales (Indianapolis) up 
$30,731,000. 


© snort fetaater ofS 


@ Indianapolis industrial olls 
u 34.9%. October. 1943, over 
October, 1942, and five times 


greater than in 1939. 


* oyment up 15.7%, October, 
1943, over October, 1942, and 
two and one-half times the num- 
ber of workers employed in 1939. 


@ Effective buying income, $822.- 
741,000. 


@ Indianapolis per family income, 
$4,156. 


eF incomes, in the Indianapo- 
lis Radius. up 51%. 


@ Industrial lis, in the In- 
dianapolis us, up 4%. 


@ The News alone will do the job. 


e 
New York 17, DAN A. CARROLL, 
110 E. 42nd St. 
Chicago I1, J. E. LUTZ, 

Tribune Tower 

Indianapolis 6, J. F. BREEZE, 
Adv. Dir. 

- * ee 


DURABLE GOODS PLANTS....... $51.00 
NON-DURABLE GOODS PLANTS.. 
RETARL TRADE 2.1... ccccecccees 
WHOLESALE TRADE ............ 


Still going UP! 


Average weekly payrolls* 


OCT. '43 OCT. ‘42 


39.51 31.88 
23.90 22.37 
36.66 33.98 


* Figures from Indianapolis Chamber of Commerce. 


The East-North-Central's RICHEST MARKET is still getting RICHER 
month by month. Indianapolis and the surrounding 33 adjacent counties 
covered by the News enjoy the wide diversification of industry that has 
always characterized this responsive market . . . and which will always 
maintain a high percentage of employment. Advertise YOUR product 
where it will CONTINUE to sell. 


“The NEWS Alone Will Do The Job!’’ 


a2 


AT COAST OPENING—Spencer W. Curtiss, Inc., industrial agency of |p. 

dianapolis and Chicago, celebrated the opening of its San Francisco office 

with a reception and cocktail party. Shown at the festivities are, left to right: 

D. H. Sandeberg of Paul H. Raymer Co.; G. H. Ticer, CBS; V. E. Atkinson, 

publishers’ representative; Mr. Curtiss, head of the agency; and E. A. Hills 
of Go Magazine, San Francisco. 


Argentina Acts 
Against Foreign 
Control of Radio 


Buenos Aires, Feb. 3.—President 
Pedro Pablo Ramirez of Argentina, 
and General Luis Cesar Perlinger, 
minister of the interior, have 
signed a decree prohibiting for- 
eigners from owning or operating 
radio broadcasting stations in the 
country, reserving these rights ex- 
clusively for Argentine citizens. 

The decree, the first completely 
excluding foreigners from a busi- 
ness field in Argentina, stipulates 
that permits for operating stations 
“must be held exclusively by citi- 
zens born in Argentina or those 
naturalized and residing in Argen- 
tina for at least ten years.” The 
same requirements apply to share- 
holders. Stock shares must carry 
the name of the owner and are not 
transferable without authorization. 

Radio stations are given 60 days 
to comply. It is believed the de- 
cree will affect the three largest 
radio stations in the country, all 
of them being pro-Allied and the 
object of government restriction 
since the June 4 revolution. These 
stations are Radio Belgrano, affili- 
ated with CBS and having a 
national network; Radio Splendid, 
affiliated with NBC and having a 
network of 11 stations, and Radio 
El Mundo. 

British and American companies 
hold stock in these companies, 
with Anglo-American companies 
providing more than 50% of their 
advertising. Standard Electric Ar- 
gentina, a subsidiary of Interna- 
tional Telephone & Telegraph, and 
Transradio International, in which 
RCA has interests, have consider- 
able shares in Radio Splendid. 
Radio Excelsior, a station owned 
by the English language news- 
paper, the Standard, is believed to 
be almost entirely British owned. 

Spokesmen for both NBC and 
CBS asserted that neither of these 
networks has any financial inter- 
est in any Argentina radio stations. 
NBC shortwaves programs to a 
Latin American station, which are 
rebroadcast over the Pan Ameri- 
can Network, while CBS’ connec- 
tion with Argentina stations is 
simply on an agreed interchange 
of programs. 


Supertest on Air 


“Command Performance,’ new 
radio program of Supertest Petro- 
leum Corporation, London, Ont., is 
aired Mondays from 9:30 to 10 
p. m. over a chain of Canadian 
stations, emanating from CBC, To- 
ronto. Produced by Harry E. 
Foster Agencies, Toronto, the pro- 
gram includes favorite and classi- 
cal music, with English speaking 
stations carrying brief dramatiza- 
tions of incidents connected with 
winning of the Victoria Cross in 
the present war. 


Four Join Ludgin 


Raymond A. Phelps, formerly 
advertising manager of Clinton 
Carpet Company, Chicago, in 
charge of its Ozite rug cushion 
advertising, has joined the media 
department of Earle Ludgin & Co., 
Chicago. Katherine Buchanan, for- 
merly with Marshall Field & Co., 
has been named fashion consul- 
tant; and Claude Gordon, formerly 
of Stevens-Gross Studios, and W. 
James Grover, formerly of Flor- 
sheim Shoe Company, have joined 
the art department. 


Bituminous Coal } 
Uses Newspaper 


New York, Feb. 3.—The Bity 
minous Coal Institute this wee 


22 principal bituminous coal con 
suming cities to inform the publi 
of the possibilities of supplyi 
620,000,000 tons of coal to m 
industrial and home needs in 194 

Captioned “What is the 19 
outlook for coal?” copy said th 
this figure can be met providin 
(1) there are no more strikes j 
the coal mines; 


available to the coal industry. — 
The smallest ad appeared in 
1,000 line space, and according to 


tive at Arthur Kudner, Inc., whic 
handles the campaign, some pape 
were unable to accept the inser 
tion due to space limitations. 


2 


December (AA, Dec. 27) will con 
tinue in national magazines and 
long list of business papers. 


Initiates Campaign 

Herbert Mfg. Company, Ne 
York, converter of Bonafide Her 
bert Fabrics, has launched its first 
advertising program through Nor-) 
man D. Waters & Associates, New 
York. For the present, business 
publications will be used, followed 
by national advertising later ! 
the year. 


ey 


Hunt Starts Campaign 


Hunt Brothers Packing Com 
pany, Hayward, Cal., packer of 5 
foods, has launched its 1944 cam- 
paign with radio, newspapers, out 
door posters and car cards 
major western markets. Point-of 
sale material has been made avail- 
able to dealers. Garfield & Guild 
is the agency. 


In 
Greenwich, Conn. 


There Are 
8,000 FAMILIES 


They Own 
10,937 cars | 


They Spend 


$18,102,000 | 
ANNUALLY 
In Greenwich Alone. 


It’s A Permanent Market 
If There Ever Was One 


Greenwich, Connecticut 


The Home of 
GREENWICH TIME 
AN A. B. C. NEWSPAPER 


Often called “The Best Suburban 
Dally Newspaper in America. 
Nationally Represented by 


SMALL, BREWER & KENT, INC. 
New York, Boston, Chicago. 
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Are you a 


$ YOURS THE JoB of caring for a war- 
I time home... nursing along appliances 
and household equipment that can’t be 
replaced for the duration? 

If it is, you probably realize—as you 
never did before—the importance of tak- 
ing care of the things you own. 

And you realize—as never before—the 
great value of sound, practical informa- 
tion on Aow to care for your things. How 
to get the most good out of them. How to 
make them last as long as possible. 


A magazine has put itself in 
your shoes 


While these particular homemaking prob- 
lems have just recently taken on a new 
significance to you, they have long been a 
chief concern of the people at Good 
Housekeeping. 
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What to buy? How to use? How to care for 
Good Housekeeping believes that real 
value depends on all three. 


For Good Housekeeping has been con- 


» vinced from its very beginning that the 


value you get from a piece of household 
equipment depends on Aow you use it and 
care for it as well as on what you buy in 
the first place. 

This conviction grew naturally out of 
the basic Good Housekeeping principle— 
always to put itself in your shoes... 
always to place your interests first . . . 
always to seek to deserve your trust and 
confidence. 

To put our conviction in practice, Good 
Housekeeping has built up an establish- 
ment without parallel in the magazine field. 


” The peering eye . . . the questioning mind 


This establishment is a laboratory and 
proving ground where home products... 


homemaking methods and ideas . . . are 
investigated and tried out in actual use. 
It is staffed by scientists, engineers, home 
economists, chemists ... men and women 
specialists trained to question, observe, 
report. 

The duty of these people is a duty ¢o 
you: their responsibility, a responsibility 
to you. For they are charged with finding 
out facts and investigating claims . . . to 
the end that Good Housekeeping’s infor- 
mation may be sound, its advice practical. 


No spur-of-the-moment information 


Here’s one of today’s commonest home- 
making problems: What should you do to 
take proper care of your precious elec- 
trical appliances? The answers you get in 
Good Housekeeping are based on more 
than 30 years of studying appliances in 
our engineering laboratory and using 
them in our kitchens and laundries. 

Because of this work—deginning Jong, 
long before the war—Good Housekeeping 
stands in a unique position today, when 
it’s all important that the advice you get 
be trustworthy. Probably no other single 
institution has acquired such a wealth of 
engineering information about—and prac- 
tical experience with—home appliances 
and equipment of all types. 


When an electric toaster was a ‘‘new-fangled 
gadget,’’ Good Housekeeping established its 
+. Jaboratory for studying appliances, 

, trying them out. 


Here is another current problem: What 
about the new cleansers that have come 
on the market, such as those for cleaning 
your irreplaceable aluminum, and liquids 
for cleaning painted surfaces? Will they 


do their job satisfactorily? Are they kind 
to the surfaces and materials they are in- 
tended to clean? Are the claims made for 
them justified? Good Housekeeping anal- 
yzes these cleansers in its own chemical 
laboratory, puts cleansers of the scouring 
type in a special “scrubbing machine”’ to 


Good Housekeeping makes no fantastic predic- 
tions about your ‘‘Home of Tomorrow’’ .. . 
sticks to facts about things you can actually buy. 


find the effect on surfaces. Finally, and 
not least, we study them in actual every- 


day use, doing the same kinds of jobs that 
you would use them for in your home. 
These are examples of the kind of study 
and research that lie behind Good House- 
keeping’s information on the care of your 
home in wartime. And they are evidence 
of Good Housekeeping’s constant en- 
deavor to deserve the trust and confidence 
millions of women put in its every page. 


A pledge...with a postwar meaning 


After the war, when home appliances and 
equipment are again being made, Good 
Housekeeping will apply the same thor- 
ough investigation to new products and 
to their use in your home. 


We are indulging in no flights of fancy, 
no dreamy predictions about strange and 
wonderful devices that may not become 
realities for years. You will read about 
such things in Good Housekeeping only 
after they can be brought to our labora- 
tories and tried out in our proving grounds. 

For we have made a pledge to our read- 
ers, and we do not intend ever to depart 
from that pledge! 


That at no time, and not for any reason, or any profit, will any page in Good 
Housekeeping — editorial or advertising — trade unfairly on your trust. 


Good Housekeeping 


FOR VICTORY a BUY U. 


The Homemakers’ im 
Bureau of Standards write ine peas 


S. WAR BONDS AND STAMPS 
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Radio Research 
Groups Probe 
Deeper Into Field 


New York, Feb. 3.—The Cooper- 
ative Analysis of Broadcasting, a 
non-profit radio research organ- 
ization operated by a board of gov- 
ernors appointed by the Associa- 
tion of National Advertisers and 
the American Association of Ad- 
vertising Agencies, today an- 
nounced new and expanded opera- 
tional plans designed to give a 
nationwide report service on spon- 
sored radio programs, covering 
radio homes regardless of whether 
or not they are telephone homes. 

The announcement was made at 
two separate meetings, one at- 
tended by 55 executives of net- 
work advertisers called by the 
ANA, this morning, the other at- 
tended by 42 agency executives, 
called by the 4A’s this afternoon. 

At a special press conference 


called late in the afternoon, A. W. 
Lehman, manager of CAB, ex- 
plained that as soon as possible, 
the new services will be made 
available to networks, advertisers 
and agencies, with the innovations 
including exclusive use of the co- 
incidental method in measuring 
radio audiences and expansion of 
its coverage from 33 to 81 cities 
which the CAB says will be a true 
cross-section of all cities of 50,000 
population and over. The “recall” 
method, upon which CAB activi- 
ties were originally based, will be 
dropped except when it becomes 
expedient to make use of it in cer- 
tain cases. 

Not to be outdone, C. E. Hooper, 
head of his own radio measuring 
organization, held a press lunch- 
eon today, and divulged that sub- 
scribers will hereafter get new de- 
tailed information covering the 32 
cities in which his company oper- 
ates, in addition to other cities 
which are being added to the list. 


Hooper Also Expands 


Mr. Hooper emphasized that his 
organization is generally credited 
with perfecting the coinicidental 
telephone technique (calling radio 
homes while the program is on the 


air) and asserted it is the central 
method used by his organization. 

He reported that henceforth his 
company will separately package 
and carefully label all the new in- 
formation which is not part of its 
ten year old “national” network 
rating trend picture. Also, the 
new information for each of the 32 
cities will be published three times 
a year rather than continuously 
and in a form which lends itself 
to detailed comparisons by ana- 
lysts and statisticians who must 
know program coverage as well as 
network structure to appreciate 
the significance of the differences 
in the ratings. 


More Frequent Reports 


At the CAB press conference, 
Mr. Lehman elaborated further on 
the expanded research activities 
which have been formuiated by 
that organization, saying that a 
total of 6,300,000 telephone calls 
will be made yearly, “nearly three 
times what we are doing at pres- 
ent.” 

Mr. Lehman added that a half- 
hour evening program will call for 
a sampling of 4,020 calls; one hour 
evening program, 8,040 calls; 15- 


minute five-time weekly nighttime 


yf 


program, 10,050 calls; and a five- 
time weekly daytime show, 5,025 
calls. 

Other innovations announced by 
Mr. Lehman were that from 42 to 
44 reports will be issued yearly 
instead of the 40 issued at present, 
which are broken down into 24 
semi-monthly, 12 monthly and 
four comprehensive reports. The 
comprehensive reports, heretofore 
issued twice a year, will be issued 
three times, covering four-month 
periods. These reports will be 
similar to those now issued, but 
because of the expanded activity, 
will give more geographical cov- 
erage. 


Safety Group Elects 


Joseph T. Wilson, manager of 
the world trade division, Interna- 
tional Business Machines Corpora- 
tion, has been elected president of 
the Inter-American Safety Coun- 
cil, organized to promote public 
and industrial safety in Latin 
American countries. C. De Groot 
of Pan American Airways was 
named assistant secretary. Other 
officers and directors were re- 


elected. 


cr 


Ae Le ds Fb 

PRL. 

yeah gh ye hee 

OS AOA re 
oe 


be 
> os 


No hokus-pokus goes on under the Big Top—just a 
show of horse sense — the plain, common-sense fact 
that is revealed in increased sales and volume profits 
for the manufacturer who chooses *BPIC Publications 


for his overseas media. 


Trustworthy, interesting, in- 


formative editorials, advertising that merits the con- 


fidence 
that ac 


laced in it — this is the *BPIC combination 
as a magnet to readers. 


Business—cash- 


money business—is just naturally attracted to the ad- 
vertiser who, during the war, has shown his interest 


DRAW THE CROWD... 


in keeping old friends and cultivating new ones, by 
continuous advertising to them in these paid circulation 
Unknown brands in the side-show tent 
will have a hard time luring them away from those 
familiar, friendly brand names. 

If you want to hold customer-interest, base your 
after-Victory business on the attention-getting powers 
of *BPIC Specialized Export Publications in one of the 
five great fields they cover: drug, automotive, con- 
struction, engineering and industrial. 


*BUSINESS PUBLISHERS INTERNATIONAL CORPORATION, 330 WEST 42nd STREET, NEW YORK 18, N. Y. 


publications. 


(Affiliated with McGraw-Hill Publishing Co., Inc., and Chilton Co., Inc.) 
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American industrial and en- 
. governmental and 
subscriber and 
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Ferry-Hanly 
Sets Up New 
K. C. Partnership 


New York, Feb. 3.—C. P. Hanly 
president of Ferry-Hanly Con’ 
pany, stated at the agency’s heagq. 
quarters here today that the com. 
pany is completing an arrange. 
ment with the principals of ; 
Kansas City office, whereby tha 
office becomes an_ independen; 
separately financed partnership 
under the direction of Bruce R 
Brewer. 

“Beginning about March 1 the 
new agency, to be known as Brug 
B. Brewer & Co., will serve the 
present Kansas City clients of the 
Ferry-Hanly Company,” he said 
“A policy of cooperation will he 
maintained between the Kansas 
City agency and ours. Coingi. 
dental with this move, the Ferry. 
Hanly Company plans to augmen 
the facilities of its subsidiary 
Wallace-Ferry-Hanly Company 9 
Chicago.” 
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For the past 11 years he has bee 
vice-president and manager of th 
Kansas City office. 


Staehle to Talk 


Changes in industry which wil 
affect postwar selling will be out 
lined by Alfred Staehle, publisher 
Factory Management and Mainte 
nance, New York, before the Chi 
cago Industrial Advertisers Asso 
ciation Feb. 14, in a talk on “New 
Horizons in Industrial Selling.” 
Based on an extensive nationwide 
survey, the talk will analyze the 
postwar outlook for industry and 
show how its future welfare rests 
on intelligently directed sales and 
promotion effort. 


Elects New Officers 
Daniel F. Gerber has_ been 
elected executive and first vice- 


pany, Fremont, Mich., and Earl 
L. Johnson becomes vice-presiden 
and general sales manager. At 
the company’s Oakland, Cal., plant 
W. H. Hudson has been elected 
vice-president and general man- 
ager and F. H. Nielsen, assistant 
secretary and treasurer. 


Ad Group to Dine 


The Bureau of Advertising, 
American Newspaper Publishers. 
Association, will hold its 23rd} « 
annual dinner at the Waldorf-As-| ¢ 
toria, New York, on April 27, \« 
closing day of the annual ANPA§ 
convention. Charles F. McCahill, . 
general manager of the Cleveland « 
News, is chairman of the dinner} § 
committee. ° 


Gets Enterprise Account 


Enterprise Foundry Company, 
Sackville, N. B., maker of heating 
and air conditioning equipment, 
has named Stanfield & Blaikie 
Ltd., Montreal, to handle its ad- 
vertising. 


Selling To Women While 
« They’re Young 
| Published by GIRL SCOUTS 
‘ Ease 4gth Screet, New York x7 
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Grow along with us! 


225,000 ABC! 


the drug trade and health 
field in Latin America. _] 
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MEMBER OF THE YOUTH GROU 
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the Sun sells* 


*Retail Advertising 


FIRST OR SECOND PLACE 
WITH NINE LEADING CHICAGO STORES 


Advertising Linage in Chicago Newspapers of Nine of Chicago’s 
Leading Department and Apparel Stores—Last Six Months, 1943 


is Store First Second Third Fourth Fifth Total 

the 

5} cason vm scors a co, MMME sume ews 
FINCHLEY pep ai = — $a 67,993 
THE KOMISS COMPANY 6s) 256i TOT CSSD 87,446 
MANDEL BROTHERS 38529223475 sMATRSBSCS,STS (40, ST 
MARSHALL FIELD & COMPANY pgs sate i roy aie 1,429,268 
MAURICE L ROTHSCHILD 387864 TT 529,979 

: RUSSEKS ame ey 3 prey = ame 229,063 

fs ee 
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a: Total 4,282,718 

™ A newspaper must have what it takes to win such high Men’s Clothing Store and Men’s and Women’s Clothing 
position in the advertising of these famous Chicago stores. Store linage. It is again good evidence that there is a 

To the best of our knowledge no Chicago newspaper mew newspaper situation in Chicago. It’s this: 

J “rationed’’ space to them in 1943 to an extent that would 


change the picture shown above. For all practical con- 
sideration they had freedom to buy space as their judg- 
ment dictated. 

Their selection of The Sun as one of their two top 
media among the five Chicago newspapers is compelling 
proof of Sun productiveness— convincing evidence that 
The Sun produces out of all proportion to its circulation 
and cost. 

The total linage of these nine stores represents 43.6 
per cent of the total linage of all five Chicago news- 
papers in Department Store, Women’s Clothing Store, 


1. You need The Sun in any newspaper combination to cover 
Chicago completely, economically and efficiently. 


2. By using The Sun alone you can make a tremendous impact 
against America’s No. 2 market with a relatively small expend- 
iture. Actually, you can sell for less in The Sun. 


CHICAGO’S MORNING TRUTHpaper 
NEW YORK OFFICE: 250 PARK AVE. 


THE BRANHAM COMPANY, National Representatives: Atlanta, Charlotte, Chicago, Dallas, 
Detroit, Kansas City, Los Angeles, Memphis, New York, St. Louis, San Francisco 
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‘Times’ Acquires 
WOXR and Its 
FM Outlet in N. Y. 


New York, Feb. 2.—Exactly two 
weeks and three days after the 
FCC abandoned its 2%-year-old 
drive to ban newspaper ownership 
of broadcast facilities (AA, Jan. 
17), the New York Times pur- 
chased the Interstate Broadcasting 
Company, which operates Station 
WQXR and FM Station WQXQ in 
New York City, subject to FCC 
approval. No announcement was 
made of the price paid, although 
some reports placed it at more 
than $1,000,000. 


Announcement of the deal was|to a purchaser which, 
made today by Arthur Hays Sulz-! Times, was determined to con- 
berger, president and publisher of|:.nue the essential character of 


the Times, and John V. L. Hogan 
and Elliott M. Sanger, president 
and executive vice-president, re- 
spectively, of the broadcasting 
company. 

Mr. Hogan and Mr. Sanger will 
continue under five-year contracts 
as the chief executives of the 
broadcasting company, and Mr. 
Sulzberger stressed that the Times 
does not contemplate any change 
in the station’s personnel or pro- 
gram policy. 

“The Times is proud to acquire 
a broadcasting station which 
throughout its history has con- 
sistently maintained policies em- 
phasizing programs of high stand- 
ard and unique quality,” Mr. Sulz- 
berger said. Messrs. Hogan and 
Sanger stated that they would not 
have been willing to sell except 


like the 


the station. 
Liaison Is Named 


Mr. Sulzberger also announced 
that Nicholas Roosevelt will return 
to the staff of the Times as the 
liaison executive between the 
paper and its broadcasting inter- 
ests. Mr. Roosevelt for the last 
13% years has served as U. S. 
minister to Hungary, editorial 
writer on the New York Herald 
Tribune and OWI deputy director. 

The Times’ news _ bulletins, 
“Every Hour on the Hour,” broad- 
cast over Station WMCA, New 
York, will be continued over that 
station for the time being. 

Time magazine has been a mi- 
nority stockholder in WQXR. It 
became a major stockholder in the 


Blue Network last month (AA, 
Jan, 3). 

Queried by ADVERTISING AGE, 
Mr. Sulzberger said he did not 
wish at this time to elaborate upon 
the formal statement issued in 
connection with the Times’ pur- 
chase of WQXR. He also did not 
wish to discuss radio as a news 
and advertising medium, or future 
program plans. “We want to live 
with it for awhile,” he said. 

The Times’ purchase brings to 
298 the number of newspapers 
owning or having affiliation with 
radio stations. 


Started in 1936 


Station WQXR, which came into 
being as a regular commercial out- 
let in 1936 after a period of ex- 
perimentation as Station W2XR, 
was started by Mr. Hogan, a con- 
sulting engineer whose background 
in this field goes back to 1921. 
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NEW YORKER 


No. 25 WEST 43rd STREET 
NEW YORK 1:8, N. Y. 


PRINTED IN 


f 


SUPPORT 


or THE 


GOVERNMENT’ 


Ss SECURITY oF WAR 


ee 


INFORMATION 


PROGRAM 


Advertising Age, February 7, 1944 


When he decided to launch the 
station on a commercial basis in 
1936, he brought in Mr. Sanger 
his life-long friend and neighbo; 
who resigned as ad manager of , 
large hosiery company to become 
executive vice-president and gen. 
eral manager of the station. The 
FM outlet was added in 1939. 

During the period of experimen. 
tation, the station built up a seleg 
audience by virtue of its broad. 
casting of a more aesthetic type of 
music, including classical ang 
semi-classical types of recordings, 
No deviation from this policy has 
been made, and as a consequence 
the station has a loyal and almost 
rabid listening audience, to the 
extent that it is probably the only 
station in the country which has 
a regular list of subscribers buying 
its monthly booklet containing g 
listing of radio programs. In addi- 
tion the booklet carries a substan. 
tial amount of advertising, virty- 
ally all by advertisers using the 
station. The booklet goes out to 
27,000 subscribers, who pay $1 a 
year for 12 issues. 

WQXR_ operates Mondays 
through Saturdays from 7 a. m. to 
12 midnight, and on Sundays from 
8:30 a. m. to 12 at night. As of 
Feb. 1, the station had 53 sponsors, 
a few of whom are Maxwell House 


coffee, Sanka coffee, Stromberg 
Carlson Company, American Ex- 
press Company, and J. B. Williams 
Company. 

One of the big features of the 
station, which is comparable to 
airing of the Philharmonic Or- 
chestra and other similar types of 
music under commercial sponsor- 
ship, is that sponsored by the 
Book-of-the-Month Club, which 
airs the “New Friends of Music| 
Series,” an hour and a half weekly 


show heard Sundays from 5:30 to| 


7 p. m., and originating from Town 
Hall in New York. 


Merle Thorpe Joins 
Cities Service 

Merle Thorpe has resigned as 
editor and publisher of Nation’s 
Business, Washington, D. C., and 
has been named 
director of busi- 
ness develop- 
ment and a 
member of the 
board of direc- 
tors of Cities 
Service Com- 
pany, New 
York. With Na- 
tion’s Business 
for more than 
25 years, Mr. 
Thorpe will 
continue to 
serve the magazine in a consulting 
capacity and as a member of its 
governing board. 

He will be succeeded as editor 
by Lawrence F. Hurley, who has 
been with the magazine for 20 
years, for the past several years 
as assistant editor. 


Names Vladimir dimir 


Majestic Radio & Television 
Corporation, Chicago, has ap- 
pointed Irwin Vladimir & Co., Inc., 
New York, to handle its export 
advertising. 


Merle Thorpe 
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The Register is rated* the 
7th test market in the U. 5. 
—2nd in New England. With 
@ minimum cost you reé 

urban and suburban popule- 
tion, 


The New FEaven Re 


. 


— 


* a ss ($C 
c Se 4 
fe 
g 
“a | a 
. ee 
4 DONT | | 
ia SPREAD . |< 
ai RUMOR .o * we — 
| pe Se My 
Y | 
Q ENC? me 
mf le a| 
i ) Lan § | 
ora = SWA, | 
| mB le VIE es | 
= 
— V// le ae oy Ke | 
,. i. My SS Ea Y a 
J Emme: 
a Y 
< 
, & 
a : ACY VE NS Se) 
_ \ ee 
| a | 


4. A new refrigerator is included 
wor, in the postwar purchases planned 
ome by 18.7% of Newsweek readers.* 
sen- 48.5% of all Newsweek readers 
are going to buy a new automo- 
len. bile as soon as they're available.* 
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oe 
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42,881 Newsweek readers in- 
tend to buy or build a new 
home when the war is over.* 


aoe who plan for the future are worth cul- 
tivating. Take the Significant People, for ex- 


ample. A fertile field for advertisers now, it will 


be even more profitable after the war, because the 


i Significant People are busy right now laying 
ng ) aside money for postwar use, and they are busy 
we right now absorbing the messages of advertisers 
Js _ in Newsweek. They are perhaps the most “men- 
tally acquisitive’’ people in America! 
P These people have turned to Newsweek because 
i they like its vital editorial fare of impartial report- 
q ing, news significance, and forecasts of the future. 
Advertisers, likewise, have found Newsweek a good 
place to look ahead. In the past six years, Newsweek 
advertising revenue has increased among general 
| magazines, from twenty-second to fifth place! 
° * According to a recent survey, the results of which are being presented in 
‘th a series of advertisements in this magazine. Further details on request. 
. | 
< A WELL-INFORMED PUBLIC IS AMERICA’S GREATEST SECURITY | 
ba oe. z¥ 
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Revised Version 
of Bankhead Bill 
Goes fo House 


Washington, D. C., Feb. 4.— 
House advocates of paid govern- 
ment war bond advertising broke 
a parliamentary blockade in the 
ways and means committee at a 
special, afternoon session today to 
force a slightly revised version of 
the Bankhead bill for paid govern- 
ment war bond advertising to the 
floor. 

While the date for action on the 
bill, which already has been ap- 
proved by the Senate, is still un- 
determined, supporters of the 
measure predicted prompt ap- 
proval now that the bill has been 
extracted from committee, where 
it had been buried early in De- 
cember by an 11 to 10 vote. 

Reconsideration of the earlier 
committee action had been blocked 
by parliamentary rules requiring 


unanimous consent for a new vote 
on the tabled bill. Advocates of 
government advertising forced the 
issue by offering a new bill spon- 
sored by Rep. Wilbur D. Mills, 
Arkansas Democrat. 

Once the bill was before the 
committee, it was quickly dis- 
carded in favor of the bill passed 
by the Senate. The committee 
made a number of minor changes 
in the Senate bill, including a pro- 
vision permitting daily newspapers 
in communities of 25,000 to par- 
ticipate. The Bankhead bill cov- 
ered dailies in communities up to 
10,000 only. The House bill would 
appropriate $15,000,000 to cover 
= year beginning July 1, 

The Mills bill is the second of 
two new advertising measures 
which have been referred to the 
committee since its action last 
December. The other, enjoying 
only minor support at this time, is 
a proposal by Rep. Henry C. 
Dworshak, Idaho Republican, to 
require advertisers to maintain a 
prewar ratio of advertising in 
small papers in order to claim 
exemption under income and sur- 
plus profits taxes. 

In recent weeks, two members 


of the ways and means committee 
who did not participate in the De- 
cember meeting have pledged 
their support to the legislation. 
They are Rep. Harold Knutson, 
Minnesota Republican, and Rep. 
Mills. NEA representatives now 
claim as many as 17 votes in the 
25-man group. 


Ronson Ad Awards 


to Close March 31 

Art Metal Works, Newark, N. J., 
sponsor of the Ronson Advertising 
Awards contest, has set March 31 
as the closing date for entries. 
Contestants are invited to submit 
copies of forthcoming advertise- 
ments in which a Ronson lighter 
is pictured as part of the illustra- 
tion. Illustrations will be judged 
on artistic and advertising merit. 
Six silver plated Ronson smoking 
sets will be presented to the win- 
ners. 

The nationwide contest is open 
to advertising agencies, advertis- 
ers, art directors, commercial 
artists, illustrators and _ photo- 
graphic studios. Rules and entry 
blanks may be obtained from Ron- 
son Advertising Awards, 6 E. 45th 


St., New York 17, N. Y. 


Drug Chain Ties 
in Copy with 


Alcoholics Anon. 


Detroit, Feb. 2.—Work of Alco- 
holics Anonymous was tied in with 
institutional advertising of Kinsel 
Drug Company last week when 
the Detroit News carried the third 
of the chain’s series of ads de- 
signed to exploit new methods of 
healing and improve relations with 
the medical profession. 


Approved by Physicians 


Copy described the _ invisible 
war waged against alcoholism by 
Alcoholics Anonymous, under the 
heading, “A New ‘Pill’ for Alco- 
holism.” Medical approval of the 
advertisement was given by a 
number of Detroit physicians glad 
to be relieved of the “problem 
drinker,” and the value of AA 
therapy received additional sup- 
port from an editorial appearing 
in the November Hygeia, men- 
tioned in the Kinsel copy. 

P. J. Shesgreen, advertising 


“Keep your powder dry!” 


Back in the Revolution, soldiers carried powder in horns. 
Today the coarse-grain powder that fires big shells is kept dry 
in new-type metal cans — filled at powder mills, transported to 
loading plants, and there put into silk bags for charging the guns. 


These powder cans were once formed from steel sheets, then 
dipped in molten zinc. A progressive manufacturer, co-operat- 
ing with the Army Ordnance Department, redesigned the can, 
made it of Armco Zinccrip sheets and saved 50% of war- 
scarce zinc. 


The American Rolling Mill Company, our client, is creating 
many new and better steels like ARmco Zinccrip for use in 
war and later use in peace. Imagination and large resources 
are doing a real job here. 


N. W. AYER & SON, INc. 


Philadelphia, New York, Chicago, Detroit, San Francisco, Boston, Honolulu, London 


Advertising Age, February 7, if 


MILESTONES IN MEDICINE 
Dedicated ta Science by the Kinsel Drug Compeny 


FOR ALCOHOLISM 


'M) EDICAL science has long recognized 
the physical and mental deterioration 
mak accompanying the abuse of alcoholic 
beverages, but the most systematic and thor. 
oughgoing exploration of the problem has 
failed to find a medical remedy. 


The development of a drugless therapy by 
Alcoholics has met with such 
notable success in treating chronic alcoholism 
that this organization and its methods are 
commended editorially in Hygeia, The Health 
Magazine of the American Medical Associati 


N Detroit physicians are enthusiasti 
cally recommending AA to patients who are 
sincere in their desire to achieve sobriety, 
Kinsel’s congratulate the AA Fellowship of 
Detroit for its outstanding contribution to 
human health and welfare. 


KINSEL’S 


Eleven Great Drug Stores 


Adv 


ubscript 
Downtown, Michigan-Griswold Store Opes All Night 
‘Neighbor bood Stores Opes Till 11 P. M. 


A SAPE PLACE TO TAKE YOUR PRESCRIPTION ame. 


manager of Kinsel Drug ComsCPOny 


pany, who prepared the adver- 
tisement, declared that more than Address— 
150 inquiries were received from 
Detroit News readers seeking more 
information about AA and its suc- 
cess in treating alcoholism “by a 
therapy which includes humility, 
self-denial, good example and 2 
new pattern of social recreation,” 
He said chapters of Alcoholig 
Anonymous are now organized ij 
most of the large cities and mom 
than 10,000 members are carryinj 
the message of hope to victims @ 
the drink habit. 


MICHIGAN'S 
UPPER PENINSULA 


“A STATE WITHIN A STATE” 


City and 5 


Far removed from the influence ¢ 
of any metropolitan newspaper. 


The only effective way to put ye 
message before the families living 
in this vast area is through adver 
tising in 


The "BIG 4" Group 


of newspapers consisting of them is 


ESCANABA PRESS 
IRON MOUNTAIN NEWS 


MARQUETTE MINING 
JOURNAL 


SAULT STE. MARIE NEWS 


No circulation duplication. Al 
papers members of A.B.C. Rea® 
onable individual and combined 


advertising rates. 


Members of the MICHIGAN 
LEAGUE of HOME DAILIES 


For information phone or wrll@ 


SCHEERER & CO. 


Chicago —_ “New York !7 
35 E. Wacker Dr. 444 Lexi > 
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WHO READS 
YOUR 
DRUG TOPICS 

COPY 


This is a picture of the average 
druggist. 


This is not a picture of an actual 
druggist. It is a composite of 
the photographs of many drug- 
gists from every part of the 
United States. 


Co 


iThe average druggist is 42 years, 5 months old. He is 
5 feet, 814 inches in height and weighs 154 pounds. 
\He has been a registered pharmacist for a little more 
than 20 years. 


‘Last year he did a business amounting to $48,815. 
The year before (1942) he did $39,775. He has 2,224 
icivilian customers. These include 774 civilian men, 
02 civilian women and 548 children, 14 years of age 
ryounger. His patrons include 57 infants, 246 dogs, 
{pol _— fans . . . all important users of things 
e sells, 


He does 94.9% of his business on a cash or C.O.D. 
rpasis. Each of his customers spends $21.94 in his store 
; annually. The busiest part of his day is between 

P.M. and 10 P. M. In these two hours he does 
"922.5% of the entire day’s volume. The liveliest day 
f his week is Saturday. On that day he rings up 
18.9% of the week’s take. His best month, last year, 
as December. He grossed $5,924.50 that month. 
His second best month in 1943 was October. 


He fills 3,798 prescriptions a year. For each prescrip- 
ion compounded he receives an average of $1.01. 


he length of his fountain is 15 feet. 
* * * ” * 


Because he knows a lot of people . . . talks daily to a 
ot of people . . . is respected by a lot of people . . . 
€ influence of the average druggist in his com- 
unity is pretty important. Smart politicians like 
0 have him on their side, because he can help lots 
| ®" Swinging an election. Smart manufacturers like to 
ave him on their side, because his cooperation can 
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increase the effectiveness of their consumer adver- 


tising by 5%-10%-25%. 


Finally, and mighty important from the standpoint 
of ad men, there’s the fact that the average druggist 
is one of the most avid readers of trade paper copy in 


the world. 


For example, 25,000 druggists (in the neighborhood 
of half of the druggists in the nation) replied to the 
DRUG TOPICS advertising of one manufacturer who 
offered a plan to help build prescription volume. The 
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campaign ran for a year. Imagine hearing directly 
from almost half of any publication’s circulation. 


Another time, 3,300 druggists (1 out of every 17) sent 
in coupons clipped from a single DRUG TOPICS 
advertisement which offered information on a new 
type of store fixture. 


2,500 to 5,000 inquiries for booklets on important 
ethical specialties are common. 


Confirming the stories told by the coupons is the 
convincing evidence of surveys and readership studies 
all of which show that the average druggist has an 
interest in DRUG TOPICS editorial and advertising 


material that is amazingly intense. 


* * * * * 


Maybe these little bits of information about the aver- 
age druggist and these facts about how hungrily he 
reads the copy you address to him in DRUG TOPICS 
won't help you a lot when next you sit down to write 
a DRUG TOPICS campaign. But, again, the realiza- 
tion that you're writing for a guy who eats up trade 
paper advertisements might be inspirational. It’s 
human to want to put on a superlatively good show 
when you know that you have a superlatively appre- 
ciative audience sitting out front. 
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Business Building 
Plan Slanted at 
Postwar Sales 


New York, Feb. 2.—A nation- | 
wide Certified Performance busi- | 
ness building plan designed to cre- | 
ate a backlog of orders which will | 
start industry’s wheels turning 


immediately after the war was 
outlined here this week by Lloyd 
C. Ginn, chairman of CP Gas 
Range Manufacturers’ sales man- 
agement committee. 

Built on the theme, “You can 
help make peacetime jobs for 
service men and women by plan- 
ning now to buy your new CP 
gas range with extra war bonds,” 
the CP business building plan will 
urge the 18,000,000 gas customers 
in the United States, and the thou- 
sands of new brides and brides- 
to-be, to set aside $100 to $150 
extra in war bonds now to buy 


a CP gas range when new peace- 
time models are available. 

The current CP campaign con- 
sists of the following three steps: 

1. Customers are urged to buy 
extra war bonds now so they can 
purchase a new range immediately 
after the war. 

2. From a special postwar CP 
prospect card, gas range dealers 
and utilities will obtain informa- 
tion on exactly what type of CP 


|gas range each customer wants, 


together with other pertinent 
facts. This card is filed for later 
follow-up and sale. 


3. No money changes hands, 
nor are contracts signed. Definite 
orders, however, can be taken and 
priority listings set up if the in- 
dividual dealer desires. 

The program is also expected to 
enable gas utilities, department, 
furniture, hardware stores and 
other gas range dealers to pre- 
sell gas for cooking and CP for 
certified cooking performance. Be- 
cause of its flexibility, dealers and 
utilities can expand the program 
to cover all items they handle. 

A complete kit giving full de- 


La 


is 1888 Los ANGELES (now fifth biggest 
U.S. city) faced a ghost-town future. 
Its land boom had collapsed. There was 


sagebrush on the new “town sites. 
land sharks and their victims were about to 
leave; Los Angeles would revert to a sleepy, 
little Spanish-American community. 

Then a handful of men stepped in and 
headed Los Angeles into its great future. 


HO ARE LOS ANGELES’ leaders 
today? Now, in 1944, who are the 
men in Los Angeles with the greatest 
influence, the positions of leadership, the 


” The last 


Local leaders—among them Major E. W. 
Jones, J. V. Wachtel, W. M. Workman, 
H. G. Otis, S. B. Lewis—laid plans to bring 
new lifeblood into the community .. . 


They saw that the real wealth of Los 
Angeles lay in its fertile soil and year-round 
sunshine. And so these leaders mobilized Los 
Angeles businessmen, editors, and other citi- 
zens—aimed a tremendous educational cam- 


COME To 


ead 


What handful of citizens 
could save Los Angeles today ? 


read regularly, which are their first-choice 
and their second-choice magazines. 


Here are the findings: 


paign at the solid, hard-working farmers of 
the Middle West, told them of the easy-to- 
grow citrus crops and the big profits waiting 
in Los Angeles County. 

It worked. The population of Los Angeles 
more than doubled by 1900. And the new- 
comers brought their households, their 
wealth, and their will to work—helped make 
Los Angeles one of America’s great cities. 


And group after group of national lead- 
ers — corporation officers, members of 
Congress, college presidents, men and 


women listed in Who’s Who (and 31 


Advertising Age, February 7, 


FOR SALE 


Tailor Instrame: 


AccuRAcy FIRS) 


NO PIPE-DREAM — Taylor Instrument 
Co's., Rochester, N. Y., actually has 
them to sell, and offers prompt deliv. 
ery on Taylor Fulscope Controllers in 
this copy scheduled for the Feb. |5 
issue of Modern Industry. 


tails of the plan, and containing a 
colorful 25x38-inch window dis- 
play poster, a unique war bond 
holder, bill stuffers, counter 
pieces, ready-to-run newspaper 
advertisements, stickers to be used 
on letters, mailing pieces and bills, 
publicity releases, prospect cards 
and other material are available 
on request from the Association of 
Gas Appliance & Equipment Man- 
ufacturers, 60 E. 42nd St., New 
York 17. 


As part of the campaign, deal- 
ers and utilities are urged to set 
up a postwar home planning cen- 
ter and to assist customers in 
planning their peacetime pur- 
chases. The program likewise in- 
cludes a plan by which every em- 
ploye can become a salesman for 
postwar selling. 


The drive will be supported by 
direct mail and publicity pro- 
grams, newspaper advertising and 
business papers in the department 
store, hardware, furniture, appli- 
ance dealer and gas utility fields. 


Gas range manufacturers now 
sponsoring the CP program in- 
clude: A-B Stoves, Inc., American 
Stove Company, Caloric Gas Stove 
Works, Clare Bros. & Co., Cribben 
& Sexton Company, Detroit-Mich- 
igan Stove Company, Estate Stove 
Company, Glenwood Range Com- 
pany, and Grand Appliance Com- 
pany. 


Airs First Net Show 


Emerson Radio & Phonograph 
Corporation will augment its na- 
tional publication advertising with 
its first network radio show Feb. 
20, when it begins sponsorship of a 
dramatic program, “Green Valley 
—wU. S. A.,” which will be heard 
Sundays, 5 to 5:30 p. m., EWT, 
over more than 60 Mutual stations. 
William H. Weintraub & Co. is the 
agency. 


Titeflex Changes Name 


Titeflex Metal Hose Company, 
Newark, N. J., maker of flexible 
metal hose assemblies for indus- 
trial, automotive and aviation use, 
has changed its name to Titeflex, 


Of the 313 leaders who replied (46.6%) Inc. 


Aes sense of a past and a future—the vital 
om people at the top or on the way to the 
top—the people other people listen to? 
For an objective answer, TIME asked 
Foote, Cone & Belding, Los Angeles, to 
name the most important people in 

Los Angeles now. 


They named 671—and then asked 


these top citizens what magazines they 


other groups) vote TIME America’s most 
important magazine. 


1. 62.3% say they read TIME regularly— 
more than read any other magazine, 
no matter how large its circulation! 

2. They give TIME 4 times as many 
first-choice votes as any other magazine. 


The impact of people like these—the 
impact of their actions, ideas, buying 
preferences, on thousands of others—is 
beyond measuring. 


500,000 


STOCK PHOTOS 


As Los Angeles’ leaders vote, so vote 


leaders everywhere. For similar surveys And by their own say-so, the way to 


gi in other cities are showing similar results. reach them is through the pages of TIME. 
o Ad-less Reader’s Digest excluded 
eet 


The way to reach top people every 


‘ 


\ 


- WRITE FOR INFORMATION 
ABOUT OUR CATALOGUE 


KAUFMANN & FABRY 


425 S. WABASH AVEN| 
CHICAGO 
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4 By Underwood & Underwood 


Reading in the relaxation of their homes... Leisurely, thoughtfully read- 
ing their favorite family newspaper, The Chicago Daily News ... Asan 


advertiser, the million reader-friends of The Daily News are your KEY 


audience, your BASIC audience in Chicago . . . For 43 consecutive 
years The Daily News has carried more Total Display linage than any 
-- other Chicago paper, morning, eve ning or Sunday”. . . This persistent 
and consistent record De nstitutes the testimony of advertisers them- 
selves .. _ it, with repeated schedules, that The Chicago Daily 


News is BASIC for assured sales-response! 


*For fair comparison liquor linage omitted since The Chicago 
Daily News does not accept advertising for alcoholic beverages. 


THE CHICAGO DAILY NEWS 


FOR 68 YEARS CHICAGO’S HOME NEWSPAPER 
ITS PLACE IN THE HOME IS ONE OF 
RESPECT AND TRUST 


= 


DAILY NEWS PLAZA: 400 West Madison Street, CHICAGO NEW YORK OFFICE: 9 Rockefeller Plaza 
DETROIT OFFICE: 7-218 General Motors Building SAN FRANCISCO OFFICE: Hobart Building 
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Reconverting Advertising 


There are ample signs this week 
that the reconversion of advertis- 
ing is occupying a growing place 
in the thoughts of advertising men. 

“Industry should start immedi- 
ately to convert from the wartime 
institutional advertising which has 
served it so well since Pearl Har- 
bor to advertising that frankly 
discusses its own postwar prob- 
lems with the public,” says the 
Bureau of Advertising, American 
Newspaper Publishers Association, 
in a new presentation it is show- 
ing to manufacturers. 

And Paul Montgomery, manager 
of Business Week, poses the ques- 
tion: “If Germany fell tomorrow, 
would we still want to run our 
present style of advertising copy?” 
If the answer is no, says Mr. Mont- 
gomery, then new campaigns 
should be prepared now and held 
in reserve until the day of victory 
over Germany. “These plans for 
the reconversion of advertising are 
just as important as plans for re- 
conversion of plants,” he says, 
“and even more important in pri- 
ority. For when a plant recon- 
verts to peacetime operations, it 
will need orders to fill and recep- 
tive markets waiting for its prod- 
ucts.” 

With the soundness of this 
thinking there can be no disagree- 
ment. The successful conversion 
of the country to a peacetime basis 
will be primarily a selling job, in 
which advertising must inevitably 


play a leading role. And public 
relations copy of the type recom- 
mended by the Bureau of Adver- 
tising will continue to be of the 
greatest possible importance in 
welding the nation into a har- 
monious whole and permitting 
American enterprise and ingenuity 
to create sales and jobs in the post- 
war world. 

Yet a word of caution seems in 
order. The key factor in war plant 
reconversion is timing, and the 
same is true of the reconversion of 
advertising. Advertising, which 
has succeeded to an exceptional 
degree in proving its value as a 
wartime tool, cannot afford to re- 
sign from its wartime tasks while 
ten million of our finest men are 
bracing themselves for the hardest 
jobs of their lives. It cannot af- 
ford to occupy itself entirely with 
thoughts of the future, while the 
present is pregnant with disaster. 

By all means, let us have ad- 
vertising pointed toward peace and 
free enterprise and private initia- 
tive; let us have plans for adver- 
tising that will sell peacetime 
goods, and sell them effectively. 
But at the same time, let us keep 
a realization of the fact that ad- 
vertising still has a multitude of 
wartime jobs to do—jobs of ex- 
plaining, exhorting, morale build- 
ing—which it cannot resign until 
victory is not only in sight but in 
hand. 


Let’s keep our timing right. 


That Cigaret ‘Mystery’ 


The strange story of Chelsea 


.cigarets and their abundant pres- 


ence in all theaters of war, while 
better known brands were difficult 
or impossible to secure, was told in 
these pages last week. 

Chelsea was available to mili- 
tary personnel in England, in the 
South Pacific and on all foreign 
fighting fronts because Larus & 
Bro. Company was willing and 
able to meet all of the special de- 
mands, including several knotty 
manufacturing and packaging 
problems, which the Quarter- 
master General of the Army posed. 
Other better known brands were in 
short supply, or were completely 
missing, because they were not 
able to meet these very exacting 
demands. 

It might seem perfectly logical, 
therefore, that Chelsea, having 
gone considerably out of its way to 
serve G. I. Joe, would have de- 
veloped a habit and an affection 


among these prime cigaret pros- 
pects which would stand the brand 
and its maker in good stead after 
the war. 

Yet Chelsea’s efforts to meet all 
demands seems to have been not 
entirely an unmixed blessing for 
the brand. With details of the story 
buried in official silence for many 
months, a large part of the Army 
personnel overseas indulged in the 
typical American pastime of sus- 
pecting shenanigans, and while 
they smoked Chelseas because they 
had to, their affection for and loy- 
alty to the brand is extremely 
questionable. 

No wonder that Larus has few 
regrets, now that the abnormal 
situation has been cleared up, and 
all brands are available to the 
soldiers. If the situation had con- 
tinued, Chelseas might have re- 
acted on the veterans of World 
War II just as “goldfish” did on 
the veterans of World War I. 


—Parade 


"The station hired him just for the day peace is declared." 


Those Jap Atrocities 

The key to the recent release 
of the stories on Jap atrocities in 
the Philippines, which hit the na- 
tion harder than anything which 
has occurred since Pearl Harbor, 
is to be found in an article in the 
March issue of American Maga- 
zine, which came out Friday. In 
it, Palmer Hoyt, publisher of the 
Portland Oregonian and former 
director of the domestic branch of 
the OWI, takes the military se- 
verely to task for withholding 
news from the public. And insid- 
ers will tell you that a couple of 
paragraphs in this article, men- 
tioning Jap atrocities about which 
everyone in Washington knew, 
were the direct cause of the re- 
lease of this material. 

“We haven’t known for two 
years,” Mr. Hoyt said, “that the 
Japanese brutally murdered most 
of the 50,000 prisoners taken at 
Bataan. They marched them 
through deadly heat without water, 
although they had thousands of 
available vehicles. And they 
crushed thousands of men who did 
not die from exhaustion and thirst 
by running trucks through their 
columns.” 

News of Mr. Hoyt’s forthcoming 
article got around, as such news 
will, and the Bataan stories can 
be considered the first results. 
Others may be forthcoming, also, 
including faster and more accurate 
release on military and naval 
engagements and their cost in 
blood, sweat and tears. And then 
there is the matter of German 
atrocities, upon which Mr. Hoyt 
also dwells. “The Germans in this 
war are committing virtually all 
the atrocities the propagandists in 
the last war falsely attributed to 
them,” he says. “They were exon- 
erated then, and on the strength 
of that exoneration they are re- 
sorting to real hideousness and 
terrorism now, firm in the belief 
that they will be exonerated 
again.” 

Jottings 

Have you ever yearned for a 
genuine South American Panama 
hat, made to your order, and 
simply kept yearning because of 
an anemic purse? Then here’s 
your chance to get one free, from 
Sig. Schlesinger, New York im- 
porter and maker of men’s Pan- 
ama hats, who advertised in the 
New York Times that he would 


supply a “genuine South American 
Panama hat made to your order; 
any style or size with a minimum 
value of $10,” to the first 200 pur- 
chasers of a $5,000 war bond... 

Walter Thornton, who runs a 
model agency in New York and 
uses newspaper ads to urge hand- 
some men, beautiful women, per- 
sonable boys, attractive girls and 
bouncing babies to come in and 
register, recently placed the fol- 
lowing in the public notices dept. 
of the Herald Tribune: “Girls— 
beware, Walter Thornton warns 
the public that he has no author- 
ized talent scouts. Certain persons 
are misrepresenting themselves in 
this fashion. Do not be de- 
ceived.” .. 

Dancer-Fitzgerald-Sample 
doesn’t have a single v.p. on its 
roster. What are things coming 
oe 


Sweetness and Light 


It is amazing how full of good 
fellowship, of mellowness, of 
sweetness and light the advertising 
pages are these days. Take the 
case of Jell-O, whose ad in the 
current Good Housekeeping is 
headlined with a letter from a 
New England housewife who takes 
her pen in hand to report that 
“Your beautiful Jell-O ads are 
driving me crazy!” Why is Mrs. 
Housewife being driven crazy by 
the Jell-O ads? Because they 
make her mouth water, and the 
assorted mouths of the members of 
her family. Even her doctor wants 
her to use Jell-O. But she can’t 
get it anywhere! 

So General Foods turns on the 
sweetness and light, and very 
neatly, too. It tells Mrs. House- 
wife (as well as the millions of 
Good Housekeeping readers who 
didn’t really ask) that sugar ra- 
tioning is what makes Jell-O hard 
to get, but that surely Mrs. House- 
wife doesn’t really want Jell-O to 
stop running its beautiful recipe 
ads, because there is some Jell-O, 
after all, and she ought to be able 
to get some occasionally. But if 
she can’t get her hands on any: 

“We even say: ‘Make these use- 
ful wartime dishes with some 
other brand of gelatin dessert.’ 

“We shan’t be worried. We 
know your memory of that extra- 
rich, ‘locked-in’ flavor will bring 
you back to. genuine Jell-O the 
very first time you have the 
chance!” 


The following documents may 
be secured without charge from 
companies sponsoring them, or 
through ADVERTISING AGE, by any 
national advertiser or advertising 
agency executive writing on his 
business letterhead. 


No. 2282. Keeps Pace with the 
Times. 
Grit has issued this file-size 


folder, which outlines the story of 
the publication’s new format—edi- 
torial features; extent of reader- 
ship; distribution of circulation, 
urban and rural; and why and how 
Grit reaches small-town America. 


No. 2283. First in Advertising. 


This yearly report on Fort 
Wayne newspaper advertising for 
1943 has been issued by the Fort 
Wayne News-Sentinel. Tables 
show total display, general, retail 
and department store linage. 


No. 2284. Population and Income 
Growth in the Fresno Market. 


The Bee, Fresno, Cal., has issued 
this folder, designed to answer the 
question, “What about the war 
and postwar Fresno Market?” 
Graphs show population gains for 
the ABC city zone, the ABC trad- 
ing area and for Fresno County, 
based on the 1930 and 1940 Census, 
and on Ration Books No. 2 and 
No. 4 for 1943. Tables show a 
county population and circulation 
breakdown by towns. 


No. 2277. St. Petersburg Market 
Data. 


The reasons why Tampa and St. 
Petersburg, Fla., should be consid- 
ered as one market, metropolitan 
in scope and in sales potentials, 
are pointed out in this new study, 
issued by Theis & Simpson, na- 
tional representative of the St. 
Petersburg Independent and Times. 
Effective buying income, sales, and 
other market data are reported, 
with information on newspaper 
coverage. 


No. 2278. Tonnage at the Lowest 
Cost. 


The story of the Hillman Wo- 
men’s Group—Real Story, Real 
Romances and Movieland—is told 
in this brochure issued by the 
group. Editorial policies, an analy- 
sis of readership by age groups 
and income and a circulation re- 
port are included in the material. 


No. 2279. Pointers on Packaging 
for Air Express. 


Railway Express Agency has 
issued this small folder, which is 
cut in the shape of a packing case, 
containing some helpful sugges- 
tions on packing for shipment by 
air express. 


No. 2280. Chain Store Fountain- 
Restaurant Market Study. 


Information on the chain drug, 
chain variety fountain and chain 
restaurant fields is given in this 
new study issued by Chain Store 
Age. Tables show food consump- 
tion by chains, store equipment 
and construction data, information 
on chain store fountain merchan- 
dising methods and an analysis of 
the postwar fountain - restaurant 
market. 


No. 2207. Democratic Leadership 
in Total War. 

In this booklet, Time reprints 
verbatim a speech made by Ed- 
ward L. Bernays, public relations 
counsel, in which he names 25 of 
the “most influential leaders of 
the country.” Widened margins 
on several pages of the booklet 
reproduce the pictures of these 
25, with the information that 22 
of them are regular readers of the 
magazine. 
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WPB Studies Plan 
fo Resume Making 
Standard Ranges 


Washington, D. C., Feb. 2.— 
WPB officials are studying a 
recommendation from the domes- 
tic cooking stove and heating 
appliance industry advisory com- 
mittee to permit resumption of the 
manufacture of standard model 
gas ranges, to supplement the vic- 
tory ranges only now beginning to 
come off production lines. 

The recommendation was made 
at a meeting here last week, when 
members of the industry reported 
that in many instances the victory 
model, with its three or four top 
burners, has failed to satisfy the 
housewife’s requirements. 

Almost all of a lengthy meeting 
of the committee was devoted to a 
discussion of the possibility of 
reviving standard models, with all 
aspects of the production and mar- 
keting situation taken into consid- 
eration. At the conclusion of the 
session, committee members were 
asked to submit in writing sugges- 
tions on the number of models 
which should be permitted. 


Depends on Supplies 


Plans for relaxation of the re- 
strictions on stoves have proceeded 
so far that a proposed amendment 
to order L-23-c to permit their 
production under WPB control 
was discussed by the committee. 
Final action on the problem would 
depend on available supplies of 
certain materials, particularly 
sheet steel and finishes. 

Officials expressed the belief 
that sheet steel would continue to 
be scarce until the landing craft 


REACH 


MORE PEOPLE 


program had been satisfied, prob- 
ably during the second quarter of 
the year. The advisory committee 
was asked to suggest substitute 
synthetic finishes for stoves to re- 
place resins which are now used 
to protect guns, tanks and ships 
from corrosion. 

Although victory stoves are now 
in production, committee members 
felt no real hardship would result 
to dealers if regular models were 
put back on the market. The com- 
mittee pointed out that inventories 
of the victory model are not large 
and that manufacturers would be 
able to clean out these stocks dur- 
ing the period that would be 


needed to get regular models in 
production. 

While restricting the standard 
models to 35 and 40 inches, plus a 
three or four burner cooker, the 
proposed amendment would re- 
move restrictions on thermostatic 
or oven controls. In addition to 
convenience, this change would be 
expected to help conserve fuel. 

Production of the new standard 
models would be on a quota basis, 
similar to the plan drawn up by 
the electric iron industry. Each 
manufacturer would be assigned a 
quota based on the number of 
units of each fuel type of stove he 
produced during the base year 


July 1, 1940, to June 30, 1941. 

Despite the pressure for permis- 
sion to resume standard models, 
members of the committee said the 
victory model has not proved un- 
satisfactory in all cases, and that 
it would continue to be made 
along with the standard model. 
The stringent regulations on stoves 
have been in effect since the sum- 
mer of 1943. 


Manville to Give Course 


Richard Manville, research di- 
rector of Warwick & Legler, New 
York, will give a short, intensive 
course in “Psychology of Adver- 


tising,” beginning Feb. 16 at the 
evening session of the City College 
school of business. 


BOOKLET MAILED TO 
EXECUTIVES ON REQUEST. 
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‘There is nothing provincial about today’s 
management-man. 


There can’t be. To make the decisions for 


the nation’s management-men use to steer 
their thinking in plans for the future.— you 
will find a score of things which your own 
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— business should be saying to these same 
MORE MONEY any part of industry these days requiresa § management-men. 
SE. ASAE SBI 


constantly refreshed store of knowledge of 
a multitude of matters— an awareness of 
all the forces which affect business. 


MORE BUYING 


8 than ever inthe ~ 
SALT LAK 
MARKET 


oa i ae 


When you look through page after page of 
the advertising in Business Week — adver- 
tising which is contributing modern ideas 
to good management — you will find scores 
of ways to say those things. 


hest place "9 


Business Week is the only news magazine today which is 
all business; its editors all business writers: its readers all 
business men. | 


When you read the pages of Business 
Week — the news which a half million of 


It is sold only by subscription and only to management- 
g, t ell: men —as a business service. 
in . 
is You can reach more management-men per advertising dol- 
re (\ lar through Business Week than through any other general 
. business magazine, news weekly or general magazine of 
nt j any kind. (The proof? Up-to-date research into the reading 
’ habits of management-men.) 
of 
nt 
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HOW CUCKOO DEFARTMENT STORTS 
— GUY MIWOTHPER ADUERTIOING 


Five-year record of Chicago Tribune 
percentage of lead over the next 
Chicago newspaper in department 
store advertising expenditures 
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THEY PLACE MORE OF THEIR PROMOTION BUDGETS 
IN THE TRIBUNE THAN THEY PLACE IN ALL OTHER 
CHICAGO NEWSPAPERS COMBINED—AND STEP UP 
THE TRIBUNE’S LEAD OVER THE NEXT CHICAGO 
NEWSPAPER TO A NEW ALL-TIME HIGH 


You can buy a lot of advertising experience 
for $6,387,349—the amount spent last year 
by department stores for promotion space in 
Chicago newspapers. 


These stores chose the Tribune as the 
most economical way to go after business in 
every neighborhood and suburb of Chicago. 
They placed in the Tribune 52.1% of their 
total newspaper promotion budgets. 


This was more than three times as much 


CHICAGO 


TRIBUNE PAPER A PAPER B 


Percentage of advertising 
expenditures placed by 
department stores in each 
Chicago newspaper 
Year 1943 


PAPER C 


as they placed in any other Chicago news- 
paper—and more than they placed in all 
other Chicago newspapers combined. 


They increased the Tribune’s lead over 
the next Chicago newspaper from 181.2% 
in 1942 to 205.7% in 1943—the highest per- 
centage of lead for any year in history. 


Here is fresh evidence that advertising 
pays out better when it runs in the Chicago 
newspaper more people read and want. 


PAPER D 


vuaena” CHICAGO TRIBUNE 


With hundreds of thousands more circula- 
tion, daily and Sunday, than other Chicago 
newspapers, the Tribune has the market- 
wide reader following and intensity of reader 
interest which, day after day, produce bet- 
ter results. 


To achieve your aims this year in Chicago 
with greatest economy and effectiveness, 
build your program around the Tribune. 
Rates per 100,000 circulation are among 
America’s lowest. 


DECEMBER AVERAGE NET PAID Buy 
TOTAL CIRCULATION: DAILY, OVER = | A 
905,000—SUNDAY, OVER 1,250,C00 | 
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WANTED 
MAGAZINE ADVERTISING REPRESENTATIVE 


to travel the midwest .. . Must be a man of experience with a 
Class-A record. The opportunity is good ,.. The weekly maga- 
zine which he will represent is well established . . . The type of 
man desired is one who without urging will adept himself to 
present conditions and competently employ his time in main- 
taining old accounts and developing new accounts in both the 
consumer and industrial fields . .. If you are interested please 
write full particulars about yourself to Box 4562, c/o Adver- 
tising Age, 100 E. Ohio St., Chicago (11). 
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Posters Help Army 


Keep Equipment 
in Running Order 


Washington, D. C., Feb. 1.—The 
Army is using thoroughly tested 
commercial poster techniques in 
an effort to eliminate abuse and 
prolong the life of its expensive, 
highly complicated equipment. 

Recognizing a need to dramatize 
the importance of proper mainte- 
nance of this equipment, the War 
Department has set up a program, 
including effective display posters, 
designed to reach every man in 
uniform. As an added emphasis 
to the instruction a soldier receives 
in training manuals, the new 
maintenance poster campaign is 
simple and attractive. It is de- 
signed for display on _ bulletin 
boards, where it won’t be missed 
by any man in the Army. 

Most of these posters are merely 
reminders, designed to make the 


soldier alert to a lesson which he 
learned in training, but which re- 
quires constant added emphasis. 
Other posters do a complete job 
in themselves, putting across im- 
portant information in easily re- 
membered form. 


The campaign addresses itself |W. 


specifically to “preventive mainte- 
nance,” which is the Army term 
for the active, daily care every 
soldier must exercise to keep all 
his equipment ready for instant 
use. It is considered an indispen- 
sable activity in an army made up 
largely of men who in civilian 
life had but little experience in 
handling complicated machinery 
and delicate equipment. 


Bulletin Board Reminders 


The campaign encourages sol- 
diers to use their equipment so 
that it will stay in service with 
fewer breakdowns, and a longer 
life of service. The individuals at 
whom the campaign is directed 
may be stationed at home or at 
the front, but wherever they are, 
“preventive maintenance” material 
will follow them. The posters are 
generally small, so that they will 
occupy prominently a spot on the 
standard military bulletin board, 


Ps nebiy the greatest 


convulsion of nature in recorded time was the eruption 
of Krakatao in 1883. The island literally exploded, sank 
into the sea. Tidal waves swept nearby Java and Sumatra. 
Volcanic dust, high in the stratosphere, enveloped the 


world, producing sunsets of unusual brilliance for years. 


Few news evénts, however, are self-broadcasting like 


Krakatao—nor need they be. Millions learn of the stirring 


deeds of our troops in the shadows of other famous vol- 


canoes . 


. Etna, Stromboli, Vesuvius . . actually as they 


are happening. Full, dramatic, blow-by-blow bulletins 


from the victory fronts are flashed by the miracle of radio. 


Forthright, untrammeled reporting of the news is a sym- 


bol of the Nation . 


. a free economy in which to live, 


labor, and love. The stations of Westinghouse are dedi- 


cated to preserving this ideal. 


WESTINGHOUSE RADIO STATIONS Inc 


@ wowo - WGL* WBZ * WBZA* KYW * KDKA 


CONSULT NBC SPOT SALES FOR OPEN TIME 
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es 


1944 
and are present as reminders 
whenever the soldier makes his 
daily check of the bulletin board 
for notices, orders and other infor. 
mation. 

The preventive 
campaign 


Advertising Age, February 7, 


maintenance 
is promoted by Col, 
S. Conrow, director of the 
maintenance division, and proc. 
essed by Col. Robert A. Case, 
director of the stock control divi- 
sion, two of the three divisions in 
Brig. Gen. Frank A. Heileman’s 
Directorate of Supply, which igs 
directly under Lt. Gen. Brehon B, 
Somervell, chief of the Army 
Service Forces. The program is in 
the hands of experienced adver- 
tising men, including a former 
vice-president of a leading adver- 
tising agency, and a writer on in- 
dustrial maintenance. 


Charts Are Stressed 


Typical of the material used in 
the campaign is a poster directing 
attention to the Army’s official 
lubrication charts, and reminding 
soldiers that this chart should be 
present as a daily guide if they 
operate a motor vehicle, or any 
other equipment requiring lubri- 
cation. In a corner of the poster, 
soldiers, who for any reason find 
the proper chart missing, are told 
where the chart may be obtained. 

Another poster reminds the sol- 
dier that “bearings are scarce; 
protect them.” The poster empha- 
sizes the fact that bearings are a 
critical item, and gives tabloid 
reminders on the care of bearings, 
all designed to recall training 
which the man has already com- 
pleted. 

Two posters have been already 
distributed, warning against com- 
mon abuses of tires, and a third is 
now in preparation. Bluntly stat- 
ing that the tire shortage is so 
real “that even the Army, accus- 
tomed to getting everything it 
needs, must learn to get along 
with fewer tires,” the poster tells 
soldiers: “Tires must be con- 
served, otherwise you will ride 
less and walk more.” 

Still another poster calls atten- 
tion to the artillery gun book 
which is packed with each new 
artillery weapon, and reminds men 
to be sure and record seasonal 
changes in lubrication, and other 
data “‘to take the guesswork out of 
operation, maintenance and re- 
pair.” 

The use of modern advertising 
technique by the Army to train 
soldiers in preventive maintenance 
and the care of equipment is an- 
other example of how an appar- 
ently peaceful pursuit of a non- 
military character often has direct 
military value in time of war. 


M. J. B. Opens Drive 


_ Emphasizing that M. J. B. coffee 
is vacuum packed in glass, the 
M. J. B. Company, San Francisco, 
has launched its 1944 newspaper 
campaign featuring movie stars 
and the theme, “You can’t make a 
bad cup of M. J. B.” A series of 
15-inch by 3-column black and 
white ads has been scheduled for 
major markets in seven western 
states. Batten, Barton, Durstine & 
Osborn, San Francisco, is the 
agency. 
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Our ‘Kitchen Congress’: | 
Real Wielders of Power 


Why News Is Censored: | 
Eimer Davis Explains 


ONE OF THE 200,000 
. . I believe that The United 


i Hy ' . States New s e fine 
In the entire country — with its 21,425 peri- ates News is the finest 


magazine of its kind in the 
country today and one of the 


THE FUTURE OF AVIATION surest means of keeping 
. . . accurately posted on current 
American Aviation today is the bigest | O@icals— there is only one magazine devoted 


world events ." 
manufacturing industry in the world. Many 
people read into this fact an employment Kingman Moore, Vice Pres. 
safeguard for the period following the end CANADA DRY GINGER ALE, INC. 
of the war (just as the automobile industry 


il co o festa 2 ones ek 100% to reporting, spot-analyzing and forecast- aa 


after the first World War). | 


At present the Aircraft industry gives work 
to 1,300,000 persons. In the Postwar period 


employment peak will not exceed 116,000 ing the news of national affairs ses 200,000 


workers, 


A Special Report in the December 24th 


laa a individuals, to whom the news of national 


Every week and week after week the im- 
Portant news of national affairs is spot- 
analyzed in pictures, Pictograms and in 


. . - ~ . Daniel W. Ashley, 
simple English—clear, crisp, concise. affairs is all-important, are paid subscribers. 7 


Vice President in charge of Advertising 
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New WPB Rules Add 
Weight to Industry 
Advisory Groups 


Dissenters Given 
Chance to Present 


Cases Before Board 


Washington, D. C., Feb. 2.— 
Business will play a prominent 
role in mapping its own reconver- 
sion plans, WPB officials empha- 
sized today in issuing new regu- 
lations which will add to the 
importance of industry advisory 
committees in WPB policy-making. 

While most of the new regula- 
tions merely reiterate practices 
already in effect, several new sec- 
tions have been included which are 
obviously designed to meet prob- 
lems which will arise as the com- 
mittees deal with recommenda- 
tions for the resumption of limited 
production of civilian goods. 

For the most part, the order 
pulls together written and unwrit- 
ten policies governing the organi- 
zation and activities of the ad- 
visory committees. It restates the 
standing agreement with the attor- 
ney-general, exempting members 
of committees from responsibility 
under the anti-trust laws. 


Rules Permit Discussion 


Significantly, however, the new 
regulations provide an official pro- 
cedure to enable dissenting groups 
within an industry advisory com- 
mittee to bring their proposals 
before key WPB officials. A fur- 
ther noteworthy provision forbids 
WPB representatives from attend- 
ing trade association meetings 
which are not open to all members 
of the trade who are in the 
vicinity. 

Industry advisory committees, 
an invention of Bernard M. Baruch 
during the first world war, have 
been so successful in presenting 
industry’s point of view during the 


PRODUCTION 
HEROES 


We Salate 
You! 


None of us can properly express our 
gratitude to those who fight our mili- 
tary battles on land, sea and in the 
air. To these, we owe our Nation's 
existence and our personal freedoms. 

But—let us never forget those who 
can “only work and wait’’—those who 
are carrying on with every ounce of 
mental and physical effort to PRO- 
DUCE the things our military men must 
have. Millions of these PRODUCTION 
HEROES are doing their jobs as they 
have never been done before—un- 
sung and without medals — often 
treated with scorn by their neighbors 
who do not understand. 

To these HEROES ON THE HOME 
FRONT, let us all repeat, “If it were 
not for the production of the United 
States, the war could not be won by 
the United Nations”! 


Aoldag ipration 


4646 W. HURON ST., CHICAGO 44, ILLINOIS 


* * * * * 


war mobilization period, that 750 
such groups have now been recog- 
nized. These committees, repre- 
senting all segments of industry, 
meet periodically with the indus- 
try division or section concerned 
with their problems. They are 
under direction of John C. Whit- 
ridge Jr., director of the Office of 
Industry Advisory Committees, 
now on leave as eastern sales 
director for International Business 
Machines Corporation. 

Throughout the period of mo- 
bilization, Mr. Whitridge explains, 
these industry committees pro- 


vided the information which en- 
abled the country to move rapidly 
into an all-out war economy. 
“Since they scrambled the egg,” he 
says, “they ought to be helpful 1. 
unscrambling it.” 

Reconversion is still a taboo at 
the WPB, but in recent months 
guarded discussions of the prob- 
lem have been tolerated, always 
with the preface that “of course 
we have to win the war first, or 
at least be mighty sure that we 
have all the weapons we need.” 

Until three months ago, Mr. 
Whitridge reports, WPB squelched 


all mention of postwar problems 
at industry advisory meetings. 
Eventually the pressure for some 
projection into the future became 
so intense that the subject was 
thrown open, with the provision 
that all plans and recommenda- 
tions would be drawn without a 
date in mind. 

At the time, WPB officials felt 
that the freeze on postwar discus- 
sions was creating unrest in the 
ranks of labor and management, 
with a resulting harmful effect on 
war production. Even though the 
role of WPB in demobilization is 
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uncertaing it was decided to per. 
mit a limited amount of planning, 
which could be of value to what- 
ever agency Congress authorized 
to handle the problem. 

Every advisory committee js 
warned before postwar plans or 
reconversion are discussed that 
shortages of materials and uncer- 
tainties of war require caution in 
looking ahead. Even so, the com- 
mittees are making their plans 
now, so that the rapid reconver- 
sion which is expected to follow 
successful invasion of the Euro- 


tory-making record. 


‘SHIPBUILDING HIGHLIGHTS 


Ship construction in 1943 again broke all records 
. . » with merchant vessels built totaling 1,896, 
aggregating 19,238,626 deadweight tons—a his- 


of Current Marine 
‘Information 


if > 

Py BEaEver ships are built, operated or repaired, authentic, 

reliable technical information is a vital necessity . . . especially 
during a period of vast marine activity such as the present. The 
publication that meets this need . . . the business paper that marine 
men rely upon as the industry’s engineering authority . . . is Marine 
Engineering and Shipping Review. It is a distinctive channel of in- 
dustry communication that mobilizes the widely dispersed essential 
know-how of the marine industry. 


Editorially, Marine Engineering covers the tremendous activities of 
its field from the design, construction and operating standpoint. Its. 


articles and features form a part of the industry’s library of essential ° 


information. Descriptions and technical information in its pages are 
consulted months and years after publication as the only records of 
their kind. Marine offices and plants keep permanent files of Marine 
Engineering and Shipping Review as valuable references. 


It is through its pre-eminent editorial service that Marine Engineering 
and Shipping Review continuously maintains its foremost position 
in the marine industry . . . in paid audited circulation . . . in industry 
standing and recognition . . . and in advertising volume, It is the first 
choice of marine manufacturers to carry their advertising. For years 
it has led its field in the number of advertising pages by an over- 
whelming margin. 


Your regular advertising messages in this publication will enable you 


to identify your products and services prominently with the progress 
of today’s gigantic wartime shipbuilding program. Write for more 


The Recoguiaél “Supply Line” 


ges 


1944 shipbuilding schedules call for 20,000,000 
deadweight tons—although the emphasis will be 
on quality fast ships, not quantity slow ships . . . 
a minimum of Liberty ships, a maximum of im- 
proved, fast Victory ships. 


In 1943, 1,600,000 tons of combatant vessels were 
delivered to the Navy—nearly doubling the com- 
batant tonnage existing at the year’s beginning. 


In addition to the above construction program, 
1944 shipbuilding will include the building of 
thousands of small craft of all types . . . 45,000 
landing craft to cost $5,000,000,000. 


28 
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* 
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complete information regarding Marine Engineering and Shipping 
Review as an advertising medium and for a copy of our new booklet 
entitled “1944 Marine Market." 


Simmons-Boardmafil 
30 Church Street 
105 W. Adame Street, Chicago 3 


National Press Bidg., Washington 4, D. CG 
530 W. 6th St., Los ——— 14 
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ean continent will find them 
ready to resume normal activity. 
Officials are pleased, in the light 
of present events, that this discus- 
sion of reconversions has been 
going on, for in addition to easing 
the tension in the ranks of indus- 
try and labor, it has resulted in 
practical suggestions for the pro- 
duction of limited amounts of 
essential civilian goods, and has 
ermitted WPB to take up some 
of the surplus material and facili- 
ties which result from cutbacks in 
the war program. 
The discussions have already 


produced concrete results, such as 
the development of the electric 
iron industry plan for limited pro- 
duction of consumer goods. This 
program, worked out by the indus- 
try advisory committee of the 
electric iron manufacturers, pro- 
vides that each prewar member of 
the industry shall make a percent- 
age of his 1941 output to alleviate 
a critical shortage of the product. 

Many other consumers durable 
goods industries will probably 
copy the electric iron plan, while 
other industries, facing completely 
different problems, will adopt pro- 


grams better suited for their needs. 

When reconversion first became 
a legitimate subject for discussion, 
it was frequently assumed that 
demobilization of industry would 
be a fulltime postwar job for 
WPB or some new agency, acting 
under a new grant of power from 
Congress. 

The parade of events, including 
continuous cutbacks and reorgani- 
zation of military procurement 
plans, has demonstrated that de- 
mobilization will go on for many 
months side by side with war pro- 
duction, so that industry will be 


largely reconverted by the time 
the war emergency ends. 

This situation, many WPB offi- 
cials believe, will require that 
reconversion continue to rest in 
the hands of WPB, although much 
of the policy-making responsi- 
bility may be transferred else- 
where by Presidential or Con- 
gressional order. 

Currently, the industry advisory 
committees are officially confined 
to an advisory role, with WPB 
using the Second War Powers Act 
to put their recommendations into 
law. While this advisory role is 


The ““Wheretto-Buy-It” 


Marine Industry 
_ Product Catalog 


pees as) Lidl of the Marine Catalog and Buyers Directory is 

of compamies have already 
and the time to act is now, for the compilation 
and production of this large volume must be — under way long 


now in preparation. A large number 


reserved space ... 


before the closing date. 
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What Users Say 
ABOUT THE 1943 EDITION 


Your 1943 Marine Catalog has been in constant 
use since its receipt. I find that there is a definite 


need for this catalog... . 


it has been of great value 


already and fills a long-felt want. Government 


Agency. - 


. . the best marine catalog all around I have ever 


seen. I hope to encourage you to repeat your 
undertaking year by year . . 
hours of research. Naval Architect. 


This will be a great help in our purchasing in the 
way of locating supplies. We have always wanted 


. has saved me many 


a book of this type. Shipbuilder. 


. +. as complete a buyers’ guide to marine products 


| New York <f N, % 


The Marine Catalog is designed to help marine ee to buy. Thus, it 
gives the manufacturer a unique opportunity to place complete 
product data in the hands of these men when they are studying and 
' comparing marine products and sources of supply . ta thereby assuring 
representation when and: where buying decisions are made. Distribu- 
tion is rigidly controlled, reaching all the important buying factors 
in the marine field. As part of the Marine Catalog your descriptive 
product story is alwaye within reach of key marine men throughout 
an entire year. 


The Marine Catalog is comprised of two major eC tions—the Catalog 
Section and the Directory Section. In its Catalog Section, manufac- 
turers feature the detailed story of their products, including illustra- 
tions, specifications and engineering and service data. More than 600 
marine manufacturers placed over 570 pages of product descriptions 
in the 1943 edition. In the Directory Section he equipment and 
supply manufacturers are listed under each of the product classifica- 
tions into which their produets fall. 


The 1943 Marine Catalog and Buyers’ Directory was so enthusiastically 
accepted by the industry that the new 1944 + is a must for every 
manufacturer who sells to the huge marine . Now is the time 
to plan for your pages in the 1944 edition. td space early. For 


more information, write for a copy of the descriptive prospectus. 


| Publishing Corp. 


Terminal Tower, Cleveland | 


500 Montgomery St., San Francisco 4 
1038 Henry Bidg., Seattle 1 


and sources of supply as we in the industry could 
expect to see . . . regret we are not represented. 
Kindly contact us when you are ready to prepare 
your 1944 edition. Manufacturer. 


“MARINE CATALOG © 
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and 


BUYERS’ DIRECTORY 
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dictated by the anti-trust law 
complications, nevertheless, WPB 
instructions require that all pro- 
posed orders and production plans 
must be referred to the industry 
advisory committee before they 
are issued. 
Even in this purely advisory 
role, however, the committees 
have been subjected to some criti- 
cism by non-members, newcomers 
in the field, and sometimes by 
their own members. 
Much of this criticism has cen- 
tered around allegations that the 
committees may be used to fur- 
ther the purposes of a dominating 
segment of the industry. 
In the new regulations, WPB 
has attempted to meet this criti- 
cism by providing machinery for 
dissenting members to bring their 
arguments before key WPB per- 
sonnel. Such a provision, it is felt, 
is particularly necessary in a situ- 
ation where the committee might 
establish policies which could 
mean life or death to elements of 
the industry. 
As an additional assurance that 
WPB will deal through industry 
advisory committees, the regula- 
tions forbid officials to attend pri- 
vate or “rump” sessions of trade 
associations or industry groups. 
Officials will continue to appear at 
=_— meetings and in conven- 
ons. 


War Loan Symbol 
Gets Top Publicity 


The red, white and blue shield 
bearing the designation “Fourth 
War Loan” has become the most 
widely published trademark in 
history, according to the War Ad- 
vertising Council. Before the cur- 
rent drive comes to a close in mid- 
February, the official symbol will 
have been printed many billions 
of times. 

Created by Hugh Ryan, art di- 
rector, and Ralph Sinclair, copy 
chief of Ruthrauff & Ryan, New 
York, the shield will appear in 
every ad distributed by the Treas- 
ury, with reproductions scheduled 
in thousands of newspapers, 500 
general magazines and 625 farm 
and business magazines. 


THERE'S NOT 
ANOTHER 
LIKE IT! 


* According to the re- 

cent U. S. Census of 
Housing, radio ownership 
in Southern New England 
is far above the national 
average. 

Radio can come closer to 
giving your sales message 
100% coverage than any 
other medium. And radio 
in Southern New England 
means but one thing — 
WwTIc. 
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age ing the linage parade, all classi-|Linage in this classification was 
Classified and fications in the newspaper field|the highest since 1936, when it GAIN AND LOSS PERCENTAGES ~ 52 CITIES 
moved ahead during 1943. totaled 251,510,095 lines. si $ 
Reversing a downward trend in| Classified advertising, which GRODEEE 1983 - 1962 Loss GAIN 
4 1942, when only general advertis-| dropped back 5.6% in 1942, re- CUSS IF ICATI ONS 10 0 10 20 30 40 
General @d in ing managed to show a modest| bounded last year under the im- jou. ial : 
1.3% gain, newspapers of 52 cities| petus of all-out war production jie Le 
measured by Media Records dur-|and heavy manpower demands, mailed nee — 
’ . ; ing the year past scored gains up| hitting a total of 335,041,612 lines Sinema as — 
Inage ains to as much as 30.2% for classi-|—a 30.2% gain. Not since the stem diemmente po _ 
fied. pre-depression year of 1929, when ques 17.6 
, : : Total advertising in dailies of| classified linage totaled 345,440,- a aN 5.9 
Chicago, Feb. 3.—With classi-| +46 59 cities, figures released this | 562, had newspapers carried such Racahinies dessin a a 
fied and general advertising lead-| oe, show, moved up 12.5% over|a volume. 


1942, amounting to 1,396,418,169 Automotive copy collapsed after 
lines. That was the highest re-| Pearl Harbor, when production 
corded since the prewar year of| was stopped and new car sales 
==: |1937, when  1,409,666,418 lines| were frozen, but the motor manu- 
were run, and has been exceeded | facturers have come back into the 
only by the years 1928-31. Gains| advertising columns to make an 


JANUARY | ~ DECEMBER 31, 1943 - 1942 


RETAIL 2.8 
Generar 25.8 
AuTOMoTI Ve 20.6 


FINANCIAL 0.8 . 
were spread fairly evenly through|improved showing. Linage in TorAat ‘DisPLay 7.8 en 
the year, with plus signs showing 1942 was off 52.5%, the greatest Ciassiriep 30.2 ema eS cme 
e source for each month, and were prob-| decline of any classification, but ToTaL ADVERTISING 12.5 
business ably prevented from reaching new | last year it rose 20.6%, totaling DEPARTMENT Stores 3.3 
of daily refer- |peaks by the inability of news- 32,357,707 lines. The °43 total, “ ; = - a a: 
news and the Aaa men | Papers to secure enough paper to| however, is still well below the 


int all advertising offered to| figures chalked up in the prewar 
atest industrial awed . . years. In 1941, for example, 


4 J SHOW 1943 LINAGE GAINS—Although financial and department store ad- 
in the gre eral Gains 25.8% linage totaled 56,444,567, while| vertising in 52 newspapers declined in December, all classifications measured 
Gm — back in 1929 it hit a high of 150,- by Media Records marked up gains in 1943 over the previous year. 


General advertising ms es mo ers es ilies th 
f the same 52 cities clim 0 etail advertising finis % ‘ ; : 
a total of 247,423,697 lines during | with a 2.8% gain over the previous | failed to measure up to the 1941 aoe ae . Fe to — = 
the year, a 25.8% gain over 1942.| year, totaling 763,836,821 lines. It| total, but exceeded the three years 1 with a 3.3% gain, totaling 


prior to that. Retail linage de- | 327,745,323 lines. Gains were 
clined during March and May last| spread fairly evenly, only March, 
year, but held above previous| November and December showing 

» 


levels during the remaining 10| losses over the previous year. 
[SONOVOX PIONEERS‘ 


months. 
Financial advertising, which in . . 
1942 fell to the lowest mark since Joins Designer 
Media Records started its mea- Helen Davies, for ten years 
American Chicle Co. 
(Black Jack Gum) 
Badger and Browning & 
Hersey, Inc. 


surements in 1928, finished last| assistant to S. S. Larmon, presi- 
American Industries Salvage 


year with an .8% gain, totaling|dent of Young & Rubicam, New 
¥ ow know how many times you’ve heard that a. 


315 lines were scheduled by ad-|cott, New York industrial designer, 
vertisers in this group, while in| as creative product consultant. She 
1929 the figure soared to 74,176,-| will determine mass consumer | 
819 lines. acceptance of products created or 

Department stores reversed a|remodeled for women purchasers, 


Keep your cold feet 

to yourself, you 

big lug! Aw, Baby, 
be nice. WDAY 


17,758,332 lines. In 1941, 20,478,-| York, has joined Dohner & Lippin- 
McCann-Erickson, Inc. 


. . Buick Mot Division, G ! 
headline repeated in people’s homes. In order to "Motors Corp. 
Arthur Kudner, Inc. 


avoid such frustration of their programs’ entire ae See, © fee 6 
. : Roche, Williams & 
purpose, some advertisers have gone far in cleverly Cunnyngham, Inc. 


Colgate-Palmolive Peet Company 


disguising their plugs—slipping them in “fast and (Vel, Palmolive) 


ere angen Ce. and 
” . . . m, Esty 0., inc. 
cute’’—making them into jokes! 


Delaware, Lackawanna & Western 
Ruthrauf & Ryan, Inc. 

~ . . oe i 

Seems to us the next step is either to eliminate the pete Bg a 


Emerson Drug Company 


such a scare-y 
program! 


e “ : (Bromo-Seltzer) 
plugs entirely—or to make the plugs as interesting Ruthrauf & Ryan, Inc. 
P ba ene Fei peepee wo 
as the program itself. Dobler P. O. N. Beers and Ales) 


E. T, Howard Co. 
Feltman-Curme Shoes 


That’s where Sonovox comes in. Sonovox com- oo eee 
. . ° ° > ‘ Fo Cafeteri f Ameri 
mercials are in themselves sufficiently intriguing to R. J. Potts-Calkins & 
A Holden, Inc. 
warrant the listener’s attention. The Lifebuoy a Sor Se 
° ° ‘ axon, Inc. 
talking foghorn. The Bromo-Seltzer talking train. Grocery, Store Products Sales, Co. 
. F nc. uld's Macaroni Produ 
The Vel talking glasses and dish-pans. And so on Serene Ot SUG 
Andrew Jergens Co. 
and on. (Woodbury's Products) 


Lennen & Mitchell, Inc. 
Lever Brothers Co. (Lifebuoy Soap) 
Ruthrauff & Ryan, Inc. 


That’s not sales-talk. It’s a fact that has been ey 


. ‘ , Osborn, Inc. 
proven by Hooper Sponsor Identification Ratings. National Broadcasting Company 
Naval Aviation Selection Board 
Let us show them to you. Navy Seabees (U. S. Navy, 


Construction Battalions) 
Office of Civilian Defense 


(Region Six) panion. the Red River . the exclu- 
How is Sonovox sold? Essentially like talent. Under neg Se y yee Ag we seer Je aioe pra, _— - | Ed 
each license for a specific use, a reasonable license fee fen, ae a sive NBC outlet — and WDAY has more than 50% 
is charged for Sonovox performing rights. The only Purity Bakeries Service Corp. eh ae bins \2 4 
additional cost to licensee is for a trained articulator ona «oy ~ Encamp _ regular listenership (daytime) in 56 counties of Ne : 
made available by us in any broadcasting or recording age scalle® go emeal So  & 
studio in New York, Chicago, or Hollywood, at Stand- Ruthrauff & Ryan, Inc. Dakota, South Dakota and Minnesota! Won't y 

a Radio Station KOMA, <4 : ‘ : 

ard AFRA scale. Oklahoma City : 


Alvino Rey and his Orchestra 
Shell Oil Company, Inc. 
Walter Thompson Co. 


WRIGHT-SONOVOX, INC, | 2222 
a e 


write for the actual survey maps and figures? 


} T, Universal Pictures Company, Inc. 

‘ e ° e 99 Warner Brothers Pictures, Inc. 
alking and Singing Sound Willards Chocolate, Ltd. 
Cockfield, Brown & Co., Ltd. 


*Space no longer permits a com- 
plete list of Sonovox users. 


AFFILIATED WITH THE FARGO FORUM B: 
REE & PETERS, NATIONAL REPRESENTA 


FREE & PETERS, INC. 
Exclusive National Representatives 


CHICAGO: :S0 N. Michigan  WEW YORK: 44; Madison Ave 
Franklin 6373 Plaza 5-4130 


SAN FRANCISCO: 1:1 Sutrer HOLLYWOOD: 1512 .N. Gordon 


ATLANTA: 322 Palmer Bldg. 
Sutter 4353 Gladstone 3949 
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Today, a good half of American business is tearing 
pell mell down a dead end street...War Produc- 
tion Street. We’re beginning to see the end of 
that street... getting braced for the four wheel 
brakes... getting set to shift gears. 


That shift must be: from producing to selling. 


Since 1939 the war effort alone has doubled 
American production. Yet to shut down these 
new plants, to slam doors in the faces of returning 
soldiers, would dump a problem into the laps of 
Americans—too big to be solved. Somehow those 
plants will run. But for private industry to run 
them will take some third again as many sales 
as in our last peacetime year. 


Can We Make that Many Sales? 


Under the “overtime conditions” of war produc- 
tion, almost half the nation, the Wage Earners, 
have tasted the luxury of free choice. These 
millions of families, who for the past half genera- 
tion have bought the bulk of goods by sheer virtue 
of numbers, are today outbuying most other kinds 
of families on a per capita basis as well. Their pent 
up dollars form the lion’s share of the nation’s 
sixty billion backlog of war savings. 


Challenge for Your Advertising 


If your advertising, backed by bold planning, 
can keep these families buying—you can keep them 
earning. As you keep them earning, you keep 
“relief checks”’ a disaster of the past. 


Strangers in the Temple 


Next to the war effort alone this is the biggest, 
toughest challenge your advertising ever faced. 
These families are comparative strangers— better 
known to industry’s production department than 
to its marketing department. To win them as 
customers and partners in the time we have left— 


your advertising needs a better than average 


chance...a friendly hearing. And Macfadden 
magazines are in a position to help. 


Just a quarter century ago there were no Wage 
Earner magazines—there was no ‘“‘Wage Earner 
Market”’ for that matter—the very term was first 
applied by the Macfadden Company to describe 
its new millions of magazine buyers. 


The Common Touch 


Twenty-five years of talking their language, look- 
ing at their problems their way, reading and 
answering their hundreds of thousands of letters 


mreertins, 


have given Macfadden magazines a hold on their 
minds and hearts approached by no other maga- 
zines, by no other business. 


This explains why advertisements in Macfadden 
magazines are better read, on the average, than 
the advertisements in other magazines; and why 
the Macfadden Company sells more magazines, 
issue by issue on the nation’s newsstands, than 
does any other publisher of adult magazines. 


Industry needs these Wage Earner families— 
needs them at the polls and at the cash registers. 
With its quarter century of single-purpose pub- 
lishing behind it, this company makes this pledge: 


To furnish to Industry a means of com- 
munication with Wage Earning America 
through magazines which enjoy reader con- 
fidence, loyalty and respect. To maintain 
our service to Industry as the most authorita- 
tive private source of knowledge and under- 
standing of these people upon whom Industry 
—and, indeed, our entire economic system 
as we presently know it—must depend. 


The Common Man, well informed, working with 
good will, is America’s greatest safeguard. 


Back the Attack Buy an Extra Bond 


MACFADDEN PUBLICATIONS, INC. 


TRUE STORY - THE MACFADDEN WOMEN’S GROUP - THE MACFADDEN MEN’S GROUP 
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PAA to Continue 
Grade Labeling, 
Market Studies 


All-Out Aid to 
War Effort No. | 
Job, Admen Told 


(Picture on Page 63) 

San Francisco, Feb. 1.—The Pa- 
cific Advertising Association voted 
at its two-day annual midwinter 
conference here last Friday and 
Saturday to continue its study of 
markets and grade labeling, to de- 
velop further its work in creating 
a better understanding of adver- 
tising among schools, and to seek 
greater cooperation with labor. 

Advertising leaders from 11 
western states gathered for the 
meeting heard Maurice W. Heaton, 
vice-president of Williams, Law- 
rence & Cresmer, Los Angeles, 
president of the association, de- 
clare that its No. 1 job is to con- 
tinue to give all-out aid to the war 
effort. He stressed the importance 
of cooperating with the War Ad- 
vertising Council and of bringing 
the various war campaigns to a 
close relationship with the adver- 
tising programs in the individual 
communities. 

Reporting that he and Charles 
Collier, PAA managing director, 
had visited every one of the 23 
clubs in the association, Mr. Hea- 
ton expressed the belief that “no 
group of advertising men in the 
world is doing a better job for 
the war effort.” 


Recommends Broad Plan 


Among activities for the coming 
year, he recommended: “Study of 
the important subject of grade 
labeling; closer contact with the 
schools and the submission to them 
of a plan which has worked very 
successfully in the Los Angeles 
area; study of the aviation situa- 


tion as it may affect the Pacific 
Coast after the war,” and adoption 
of “steps to maintain closer con- 
tact with the sound forces in labor, 
many of whom are dependent on a 
healthy advertising industry for 
the continuance of their jobs now 
and after the war.” 

Discussing various programs 
initiated by the association, Mr. 
Heaton pointed to the study pre- 
pared with the cooperation of the 
Department of Commerce, through 
Raymond Reeves, regional busi- 
ness consultant. The study, known 
as “How the War Is Changing 
Pacific Area Markets,” is a 120- 


page book giving authoritative 
yardsticks of changes in popula- 
tion, employment, and income 
since Pearl Harbor. 

He also singled out another 
project, directed by Don Belding 
of Foote, Cone & Belding and a 
past PAA president. Titled, “In 
Time of War, Prepare for Peace,” 
the study was prepared by Mr. 
Belding and his organization at his 
expense “in the interest of con- 
vincing the government that it is 
good business to allow business 
firms doing war work a greater 
profit in order to accumulate ade- 


quate reserves for quick conver- 


sion from war materials to peace- 
time goods, and also to allow them 
to charge advertising costs to 
operating | expense in renegotiated 
contracts.” Copies of the study 
were presented to Army, Navy and 
other war agencies, as well as to 
leading newspaper columnists and 
radio commentators “in order that 
sound public opinion might be 
created for achieving the ends 
sought.” 


Describes War Campaigns 


Robbins Milbank, manager of 
the San Francisco office of Young 
& Rubicam and chairman of the 


Advertising Age, February 7, 19a 
PAA war activities committee 
described four war effort cam. 
paigns which were being prepared 
by advertising agency task forces 
for application in the Western 
area. One is for the American 
Red Cross on the subject of nurse’s 
aides and home nursing, under the 
direction of Lucrezia Kemper of 
Albert Frank-Guenther Law, Ine. 
The second is for the Army air 
forces on recruitment of Wages, 
with August Bruhn of the Holly. 
wood office of McCann-Erickson in 
charge. The third, for the War 
Manpower Commission, is directed 
by Jack Smalley of the Hollywood 


Youth Helping B Businesses 
On Their Way 


The | 
oil Buin 


Of course you don’t remember 
when, back in 1871, the Amalga- 
mated Order of Camphene Pro- 
ducers tried to give kerosene a 
black eye by circulating a colored 
print, showing how the Chicago 
Fire was started by a kerosene 
lamp. 

Your grandfather might remem- 
ber and even have agreed with it. 
But his children didn’t. They 
said, “We want this new light 
which is brighter, easier, cleaner, 
better.” So many million young- 
sters asked their parents why 
their house can’t have kerosene 
lamps, that within five years few 
people remembered kerosene’s old | 
competitor, camphene. 
You men of business can count 
Youth in with you from the start 
of anything that’s new, anything | 
that’s better, anything that’s an | 
improvement. Youth’s interest is 
dynamic. 1,500,000 of today’s 
leadership Youth stand ready to 
cooperate with you. To believe 


you. To be your friends today 
and your champions tomorrow. It 
costs you only $5600 a page to 
reach them, in their own favorite 
magazines. 


THE 


GROUP 


1 E. 42nd St. New York City | 


American Girt— Life—Open Road for Boys | 
Young America—Young Catholic Messenger. 


es 


“NO CHANCE TO BE 
DIFFERENT THESE 
DAYS!” 


- ge 


IS THAT WHAT YOU 
THINK, MISTER? 


Talk about newspapers and | 
someone is almost sure to say, 
“Oh, sure, we've got the best 
papers in the world right here 
in the U.S.A. but it isn’t like~ 
the old days. The wire services 
have made all papers alike. 
There’s no individuality any 
more!” 

. As is true of all half-truths 
this one, too, is more wrong 
than right! 


The great news-gathering 
agencies, International News 
_ Service, Associated Press and 
United Press— plus the local ~ 
news bureaus—do make it al- 
most impossible for one news- 
paper to carry an exclusive 
story. What one service doesn't 
have, another one will. To be 
sure of getting all the news the 
New York Journal-American 
uses all three services. But the 
important point is this: what 
happens to the news once it | 
comes into the shop? How is 
it handled? How is it followed- 
up? 

Paul Schoenstein, City Edt- 
tor, has an expression that 
tells the whole story of modern 
journalistic enterprise. “When 
a big story breaks, we don’t 
just cover it,’ he says, “we 
endeavor to take possession 
of it!” 

All newspapers had the iden- 
tical facts to start, yet the 
Journal-American “took pos- 
session” and scored notably 
when the German saboteurs 
were executed in Washington 

. in the DeMarigny case in 
Nasseu... in the Lonergan 
case (which is told here in its 
entirety) ... and in many oth- 
ers! Because the Journal- 
American does take possession 
of the big cases, while at the 
same time adequately covering 
all the news, including stories 
of purely local interest, it is 
only natural that the Journal- 
American should far out-sell | 
_ any other New York evening 


newspaper! 
' 
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HOW A CLEAN “BEAT” 


WAS SCORED ON 


( oa mune 


OU might say that it was only 
a harmless observation about the 
weather that opened the door to one 
of the biggest newspaper scoops of 
the year—the N. Y. Journal-American’s rev- 
elation, hours before any other newspaper, 
that Wayne Lonergan had finally broken 
and confessed the murder of his wife. 


I take no credit for the scoop. As a police 
reporter of 19 years experience on the big- 
gest and swiftest moving afternoon news- 
paper in New York, I know that here, as 
in a military operation, the machinery had 
been set up, the strategy laid out, the ap- 
proach planned, long before. Behind that 
scoop lay years of newspaper training 
and newspaper judgment, that almost sec- 
ond sense which enables a reporter on the 
scene, and his editor at his desk miles dis- 
tant, to judge instantly where rumor be- 
comes fact—and then, as instantly, whether 
the fact is substantial enough to stand 
upon, come hell or high water. 


In this instance, City Editor Paul 
Schoenstein, to whom I flashed the word, 
stood upon it despite the fact that the 
District Attorney’s office, in reply to fran- 
tic demands by other newspapers seeking 
to confirm the story we already had out 
on the street, not only bluntly denied the 
confession, but 
went so far as to 
brand the report of 
a confession a “lie.” 


I telephoned my 
tip to the City Desk 
at 3:35 p.m. Oct. 28. 
The Journal-Ameri- 
can presses roared 
into action instant- 
ly, with headlines 
announcing the 
confession. And 
from that moment 
on, the denials came 
pouring in. 


No confession had been made. It was not 
being made. Reports of a confession were 
a “lie.” Lonergan had not confessed. Had 
the Journal-American said he told police 
he threw his uniform into the East River 
at 7ist St.? There were no police launches 
grappling at that point. Obviously, he had 


CRIME REPORTER 


You rarely see John’s name at the top of a story—yet among 
newspaper men he is known and admired for his ability to 
get the facts—get them right—and get them fast. In his 
nineteen years of crime reporting he has been ‘‘on top’’ of 
hundreds of cases. The Lonergan confession, which he broke, 
illustrates the importance of ‘‘contacts,’’ without which no 
reporter, nor newspaper, can hope to be first. 


THE 


not confessed. No, Lon- 
ergan had not confessed. 
The clock showed 3:45 
p.m.; 4:00 p.m.; 4:15 
p.m.; 5:00 p.m. He had 
not confessed.. 


The snag placed 
upon the Journal-Ameri- 
can City Desk during 
this time was almost 
overwhelming. If an er- 
ror in judgment had 
been made, it was not 
a matter of city-wide 
embarrassment alone. 
Mr. Schoenstein had 
passed my tip along to 
the International News 
Service, and that great 
organization had flashed 
the news to its hundreds 
of member newspapers. 
The Associated Press 
and United Press, in turn, had picked it up, 
crediting INS, and literally blanketed the 
country with it. Every minute saw addi- 
tional newspapers in Chicago, St. Louis, 
New Orleans, Cleveland, Omaha, San 
Francisco, pouring into the streets with it. 

In addition, if Lonergan actually had not 

confessed, he now 
had basis for a libel 
suit of staggering 
proportions. 


But at 5:37 p.m. 
that afternoon, the 
District Attorney's 
office finally admit- 
ted that a confes- 
sion had been made, 
that Lonergan had 
made the confes- 
sion, and had said 
precisely what we 
said he had said. 

This is what hap- 
pened: The moment Patricia Lonergan’s 
nude, strangled body was found sprawled 
on her bed in the swank East Side Beek- 
man Hill section of New York, I had been 
on the case. My office is on the third floor 
of No. 4 Centre Market Pl, a newspaper 
headquarters building directly behind 
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office of Batten, Barton, Durstine 
& Osborn, with Wilber Leeseman 
of Foote, Cone & Belding in charge 
of copy preparation. The fourth, 
“Food Fights for Freedom,” is in 
charze of Roswell Cochrane, vice- 
resident of McCann-Erickson. 
Colonel Alexander Heron, state 
director of re-employment and re- 
construction for California, urged 
upon the advertising men “the 
mora! responsibility for creating 
new wants” after the war. He 
said California’s expected perma- 
nent postwar population of 9,000,- 
000 could be supported only if 
advertisers educate the consuming 


public to such new wants as bet- 
ter food, housing, transportation, 
clothing and amusements. Pros- 
perity in California, he asserted, 
depends upon the efforts of West 
Coast advertisers in raising the 
state’s living standards. 

Other speakers included Mr. 
Collier, who urged the PAA to 
give constant effort to the elimi- 
nation of abuses in advertising and 
to work toward “a better under- 
standing and appreciation of the 
values, place and responsibility” 
of the advertising profession in the 
postwar period. Robert Perry, 
assistant director of the OWI do- 


mestic division, promised that 
agency’s cooperation in all adver- 
tising contributions toward the 
war effort. 

Fresno was selected as the site 
for the PAA’s 4lst annual conven- 
tion and third wartime conference. 


Atlas to Air Drama 


Starting Feb. 13, Atlas Brewing 
Company, Chicago, will sponsor a 
weekly dramatic script, “This Is 
the Underground,” for 52 weeks 
over Station WBBM, Chicago. 
Arthur Meyerhoff & Co., Chicago, 
is the agency. 


Wage Question Up 
to Labor Board in 
AFM-Record Fight 


Washington, D. C., Feb. 2.— 
James Caesar Petrillo’s quarrels 
with the recording and transcrip- 
tion manufacturers will bounce 
back to the War Labor Board 
within a few days, when a special 
panel which has conducted hear- 
ings on the recording strike files 
a report on its New York ses- 
sions. 


New York City Police Headquarters. 
Every newspaper in the city had its rep- 
resentative here. We all knew Lonergan 
had been picked up in Toronto the day 
after the murder, questioned there, then 
brought to New York and questioned 
here. Hour after hour, smiling and deb- 
Onair, he had denied everything. But 
from what we had seen, from our own 
experience, our hunch was strong that 
Lonergan was the man. In this respect, 
we all started from scratch. 

Mr. Schoenstein telephoned me while 
Lonergan was being questioned: 

“I want you to check your sources of 
information hour by hour,” he said. 
“Check every high police official you 
know. If you think you may be over- 
heard, use a code if necessary. For exam- 
ple, ‘It’s raining like hell,’ might indicate 
Lonergan’s confessed. Now, keep on 
checking and keep in touch with me.” 

I set it up that way. I checked hourly. 


Three hours before the confession, a 
high police official passed me on the stairs 
at police headquarters. “It looks like 


Tain,” he said casually, and walked on. 
I notified the City Desk immediately. 
A front page was made up at once in our 


: aa 

composing room, reporting 
Lonergan as confessing, and 
held for release. We waited. I 
continued to check. 


At 3:34 p.m. I spoke to the 
same police official who again 
passed by. He said, “It’s rain- 
ing like hell.” 


I managed to gasp back, 
“Are you sure?” 


“T said,” he repeated slowly, 
“It’s raining like hell.” 


I grabbed a telephone con- 
nected directly to the City 
Desk. Assistant City Editor 
Edward Mahar answered. 


“Lonergan’s confessed,” I blurted out. 
“He killed her.” 


On my end of the wire I heard swift 
words. Mr. Mahar had turned to Mr. 
Schoenstein. “Crosby says Lonergan’s 
confessed!” There was a quick consulta- 


* 


tion. Mr. Schoenstein’s voice came over 
the wire to me: 


“Crosby, are you sure? Lonergan has 
confessed?” 


“He’s confessed,” I said. “It’s O.K. You 
can use it.” 


There was a click as he jammed the 
telephone back on its hook. 


Minutes later, the Journal-American 
hit the streets. 


As the denials began to come in, the 
City Desk called me. 


“The District Attorney insists Lonergan 
hasn’t confessed. Check again, will you?” 


I spoke to my original informant. This 
time we used no code. 


“You stick to what I told you,” he said 
cryptically. “Stick to it.” 


I stuck to what I'd been told, Mr. 
Schoenstein stuck to what I told him, the 
Journal-American stuck to its story—and 
we scooped the town, 


* * 


WHAT NEW YORK NEWSPAPER WILL YOU CHOOSE IN 194V? 


Journal-American readers want their news quickly, completely, dramatically. 
The importance of the Journal-American to them was never better shown 
than when its newsstand price was raised to five cents and its circulation con- 
tinued to dwarf that of any other New York evening newspaper. In 194V, 
when you are again looking for civilian markets, we suggest you investigate 
the needs of New York's most enthusiastic newspaper readers. 


AM AMERICAN FL PAPER OR | : [| AMERICAN | 
s(n amen of F “I tK\\ [THE J[AMERICAN 


mnerican 


Nationally Represented by The Hearst Advertising Service 


New York Chicago Detroit Pittsburgh Boston Philadelphia Baltimore San Francisco 


Los Angeles Seattle 
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The Petrillo case will return to 
the WLB far more complicated 
than when it was up for hearing 
here last June, when 10 transcrip- 
tion and recording companies 
asked the board to order Petrillo 
and his AFM to resume record- 
making pending a negotiated set- 
tlement of the issue. 

Although Mr. Petrillo told the 
board at that time that he was not 
interested in making any settle- 
ment with the transcription firms, 
he subsequently confused the 
panel by making a new contract 
with seven firms, calling for con- 
tributions by these firms to a wage 
fund controlled by the union. 


After the panel files its report, 
the WLB will have to determine 
whether payments to the fund 
constitute wage payments, subject 
to the board’s jurisdiction under 
the wage stabilization program. 

Three firms, Columbia Broad- 
casting Corporation, RCA Victor 
Division of RCA and the Radio 
Recording Division of NBC, have 
refused to sign contracts calling 
for contributions to the “unem- 
ployment” fund. 


Fellman Advanced 


E. L. Fellman,’ manager of the 
Terminix division of E. L. Bruce 
Company, Memphis, Tenn., for the 
past seven years, has been named 
to the newly created position of 
merchandising manager of the 
company. An aggressive promo- 
tion of Bruce products still avail- 
able for general distribution, such 
as floor finishes and waxes and 
Terminix, is planned. 


Names Hirshon-Gartield 
The New York Times has ap- 
pointed Hirshon- Garfield, New 
York, to handle a special campaign 
featuring New York as the “Key 
to America.” The advertising, 
which will be placed in business 
papers starting this month, is 
aimed at selected industries. 


"The 3 best weeklies 
in the United States" 


We help sell millions 
of dollars worth of 
merchandise every 

year 


In the three rich sections of suburban 
Philadelphia, where we publish our 
three papers, may be found over 700 
retail shops and stores. Practically 
A 
three papers sometime every year. 
Many run their ads week in and 
week out, year after year. They 
know that we get to the right buyers 
of merchandise. 


Last year, we know that we helped 
our merchant friends move millions 
of dollars worth of merchandise. 
Their advertisements were not flashy 
or sensational; just good. old-fash- 
ioned, friendly newspaper advertise- 
ments. 


These stores are, of course, your 
prospects. If you want a wider dis- 
tribution of your merchandise, if you 
want specific information about any 
classification of outlet, our men who 
call on these store owners can be of 
invaluable help to your salesmen. 


And, if you want to see some real 
action from your advertising. settle 
down with us for 52 insertions for a 
full year. Our papers really deliver. 
They have an average readership of 
3.75 persons per copy. Every week 
each paper carries from 1,500 to 2.000 
names of our readers. We print more 
local news in one issue than all four 
eee papers print in any one 
ay. 

Wire, write or phone us if you want 
information or help in our three 
markets. 


Philadelphia 
Suburban 
Newspapers, Inc. 
Ardmore, Pa. 


Publishers of 
MAIN LINE TIMES 
UPPER DARBY NEWS 
GERMANTOWN COURIER 
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Marmon Claims 
Jeep’s ‘Granddaddy’ 

To the Editor: Now that the 
battle for credit in originating the 


Army jeep seems to be open to all 
comers as indicated by the article 


MARMON-HERRINGTON 


tll- Wheel- Drive 


MARMON-HERRINGTON COMPANY, Inc. 


CAGLE ADORED) MARTON ¢ INDIANAPOLIS, INDIANA, UE A, 


on Page 27 of the Jan. 24 issue of 
ADVERTISING AGE, we would like to 
take a hand. 

While our client, The Marmon- 
Herrington Company of this city, 
makes no claim to having built the 
original jeep, the company does 
feel justified in claiming parentage 
of that ubiquitous vehicle. 

Long before most people had 
any idea that the clouds of war 
were forming over Europe, back 
in 1936, Marmon-Herrington Com- 
pany developed the first light 
weight all-wheel-drive personnel 
carrying military vehicle and 
demonstrated it to military officials 
in this country and in Europe. 
This was a conversion of a stand- 
ard Ford one-half ton light deliv- 
ery truck to all-wheel-drive. Both 
in principle and in its performance 
characteristics this vehicle was 
fundamentally the same as the 
present jeep. Principal difference 
between that vehicle and the mod- 
ern jeep was that the Marmon- 
Herrington vehicle was of one- 
half ton rated capacity while the 
jeep has a rated capacity of one- 
fourth ton or less. 

Recognition of Marmon - Her- 
rington’s contribution to the de- 
sign which was later developed 
into the jeep has come from many 
official and unofficial sources. One 
example of this recognition was 
the Earl Godwin broadcast over a 
national hookup, transcript of 
which I am enclosing. 

Marmon - Herrington Company 
has publicized its relationship to 
the jeep in an advertisement enti- 
tled “Granddaddy of the Jeep,” 
which, starting in June, 1943, ap-. 
peared in a long list of trade and 
business publications. 

C. M. ALDRED, 
Vice-president, Caldwell- 
Baker Company, Indianapolis. 

— 
Disagrees with Logic 
in ‘Esquire’ Case 

To the Editor: The front page 
stories in your Jan. 10 edition 
serve well, indeed, to eliminate the 
controversial matter concerning 
the postage rate fight: the Post- 
master General versus Esquire. 

I think that for purposes of dis- 
cussing the ruling which the Post- 
master General made contra Es- 
quire, over-riding the decision of 
his own board, it might be empha- 
sized that Mr. Walker’s decision 
is not in keeping with the best tra- 
ditions of the American free press. 
Especially, when Mr. Walker takes 
it upon himself to determine 
whether or not any publication 
enjoying mailing privileges should 
continue to enjoy them under the 
“public good or public welfare” 
idea. 

Now, I am afraid that I and 
many other persons cannot agree 
with Mr. Walker’s primary logic in 
the Esquire matter, and from the 
comments of the press throughout 
the country, it is going to be pretty 


This depart be is a reader’s forum. Letters are goose 


generally agreed that no_ indi- 
vidual can take it upon himself to 
determine a basic question such as 
whether a publication serves the 
public good. 

Let Mr. Walker realize that he 
has in truth gone considerably out 
of his way to pick on Esquire. 
There are any number of public 
prints which serve the public good 
far, far less. 

Your newspaper is to be thanked 
for handling the Esquire matter in 
an informative and _ intelligent 
fashion. 

S. GERSTEL, 

Advertising Manager, Sterling 

Bolt Company, Chicago. 
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Consistency, Thou 
Art a Rarity! 


To the Editor: The communi- 
cation in a recent issue credited to 
W. E. Scaman, Match Corporation 
of America, creates a question in 
my mind. 

To save paper Mr. Scaman dis- 
tributes millions of match covers 
carrying an advertisement “to save 
paper.” 

“Consistency, thou art a virtue” 

. someone remarked. 
J. G. ABBEY, 

Advertising Manager, Geneva 

Times, Geneva, N. Y. 


Offers Mats at Cost 


To the Editor: We are enclos- 
ing proofs of the first three of a 
series of newspaper advertisements 
which the Fulton National Bank 
is publishing in our city, in sup- 
port of the anti-inflation cam- 
paign. 

These advertisements were pre- 
pared in cooperation with the War 


“Were Winning the War Let's Mt Lone the Peet! 


, FULTON NATIONAL 
anh 
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@ COMPLETE SERVICE AT FIVE OFFEKED UH METEOPOLITAN ATLANTA @ 


Advertising Council, the Office of 
War Information, and the Office 
of Economic Stabilization. 

Mr. Blalock, president of the 
Fulton National Bank, earnestly 
desires to give this campaign the 
fullest possible support, and for 
that reason he has authorized us 
to make mats of these advertise- 
ments available at cost. We will 
supply the mats of these three 
advertisements for a price of $2 
for the set, which includes wrap- 
ping and mailing to any point in 
the United States. 

These advertisements are all 50 
inches in depth (12% inches by 4 
columns), contain no reference to 
the Fulton National Bank in the 
body copy, and are easily adapt- 
able to any advertiser by merely 
clipping off the Fulton signature 
cut and replacing it with his own. 

Because the amount of money 
involved is so small, we would 
appreciate having a check or 
money order included with the 
order so as to avoid running this 
through our books, which would 
necessitate our bookkeeping de- 
partment sending out bills for this 
small amount. 

NORMAN FRANKEL, 

Freitag Advertising Agency, 

Atlanta, Ga. 
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Spots Error in 
Lincoln Illustration 


To the Editor: Blendon Camp- 
bell’s “Abraham Lincoln” on Page 
21 of current ADVERTISING AGE (for 
Hearst Newspapers) is a beautiful 


piece of work — unfortunately 
marred by a glaring discrepancy 
of detail. 

The youthful Lincoln pictured 
by Mr. Campbell is obviously the 
young man of New Salem, IIL, 
1831-1837, clerking in either the 
Denton Offut store or the Lincoln- 
Berry store. This would place 
Lincoln’s maximum age at 28, yet 
he is pictured with a beard—some- 
thing he did not acquire until he 
was 52! 

Here is an extract of a letter 
written by Presidential candidate 
A. Lincoln to “the little girl from 
the little town” in western New 
York—Grace Bedell, dated Spring- 
field, Ill., Oct. 19, 1860: “. . . as 
to the whiskers—having never 
worn any—do you not think peo- 
ple would call it a piece of silly 
affectation if I were to begin it 
now?” 

Upon his election to the Presi- 
dency, Lincoln began his beard 


3 wore it the remainder of his 
ife. 
R. C. Brown, 
Public Relations, University 
of Dayton, Dayton, O 
vgv¥seeey’ 


Tearful Pleas Rejected 


To the Editor: I would like to 
add my voice to the hundreds of 
others you must have heard from 
in the hopes that you can prevail 
upon the author to continue his 
“Diary” in AA. 

It has been a feature I have 
looked forward to every week. 

R. T. O'CONNELL, 


R. T. O’Connell Company, 
New York. 
[Editor’s Note: Our tearful 


pleas to the author have been 
reluctantly, but nevertheless 
firmly rejected. The 78 instalments 
of the Diary will shortly be avail- 
able in permanent book form, 
which will also disclose the 
author’s name. Advance orders 
for the book are now being ac- 
cepted by ADVERTISING AGE at $3 a 
copy, and the author has agreed to 
autograph all copies ordered in 
advance of publication. Send or- 
ders (remittance need not be in- 
cluded) to ADVERTISING AGE, 100 


E. Ohio St., Chicago 11, IIl.] 
— ee 
. cy + 
Praise for ‘Teachings’ 

To the Editor: It was with deep 
regret that I read in the Jan. 17 
issue of ADVERTISING AGE that the 
Ad Man can’t spare the time to 
continue his most interesting fea. 
ture. 

I can easily understand why he 
can’t spare the time, but it is too 
bad that a feature like his can’t 
be continued. Sometimes there js 
a great advantage to being an 
anonymous writer, because of the 
frankness with which you can 
speak and still be considered 
neutral. 

I know the Ad Man’s teachings 
did a lot of good, especially in 
cutting down the ballyhooing and 
flag waving, and resorting to the 
publishing of facts through the 
advertising mediums. 

I want to express my thanks 
and appreciation to him for the 
time that he has devoted to his 
very popular Diary, and I hope he 
will find time again some day to 
resume this work. 

L. P. FINLEy, 

Vice-President, Union Fork & 

Hoe Company, Columbus 15, 


Pig without a poke 


— may wonder about the future of this or 
that product in the postwar period. 

But there’s no doubt about the destiny of this 
little lowa pig—and of his thousands of brothers 
and sisters to come. They’re going to keep right 
on helping lowa do its job of feeding this nation 


and the world. 


Postwar planning is on a stabilized basis in 
Iowa ... where the dirt is deeper, blacker and 
richer ... where the corn grows taller and bigger 
.. and new, fresh fold- 
ing money flows from the soil and from thriving 


. the hogs get heavier . 


industry into merchants’ tills. 


Turn your prophetic eye toward R & T Iowa 
. where that money is speedily spent in urban 
. where the “Saturday night” you 
may remember has become an everyday affair... 
where buying is bound to continue after the Day 


communities. . 


of Surrender. 


In an uncertain world, it’s a certain market 
. one of the 20 best markets in America 
today and /ikeliest to be the steadiest market 
tomorrow—no matter what happens. 


R & T lowa is a super-market in a 
great market. And smart executives 
have found a way—the R & T way— 
to cultivate it today... to make sure 
of a bigger harvest of sales tomorrow. 
They know that R&T lowa is urban 
Iowa. 


R & T lowa Is One of 
America’s Top Twenty 
Urban Markets. 


” 


-—R. co T. IOWA 


A STATE-WIDE URBAN MARKET... 
COVERED BY A STATE-READ PAPER 


pes mowes REGISTER and TRIBUNE | 
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Nationally represented by Osborn, Scolaro, Meeker & Co., New York, Chicago, Detroit. 
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SYadVdSM3N AHOLV1IO°N 


Sacramento is the center of a 14-county 


trading area. To appraise it properly look first 
at the figures for 1939—at the solid character 
| and substantial size of the area’s normal econo- 


my— then at the expansion due to the war. 


In 1939, the area’s output of farm products was 
valued at $66,000,000 — its manufactures at over 
$108,000,000. Mining yielded $36,000,000, most- 
ly gold. The $13,000,000 payroll of Sacramento’s 
railroad shops and of 7,000 state employees re- 


siding within the city are other year-by-year sales 
factors of the area. 


Since 1939, farm income has nearly doubled. 
Four counties of the Sacramento area are all near 
the top among 100 counties leading the nation 
in farm income. They show gains of 168% to 
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STATE CAPITAL 


190% over 1939. War plants have added to 
industrial payrolls; military camps, housing 
thousands, have sprung up. 


It all adds up to a buying power for the 
Sacramento area of more than half a billion 
dollars a year! 


THE SACRAMENTO BEE 


Over 200,000 people—nearly half the population 
of the entire market—live within the metropoli- 
tan district of Sacramento. And the Sacramento 
Bee, with a total ABC circulation of 76,568, 
covers that district 90%. It is a coverage more 
than double that of the nearest competing paper. 
Throughout the 14 counties, its coverage of 51% 
makes it the market’s premier medium. 


NEWSPAPERS 


PUBLISHERS OF THE SACRAMENTO BEE e THE FRESNO BEE © THE MODESTO BEE 


NEW YORK e 
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LOS ANGELES 


Represented Nationally by 
O'MARA & ORMSBEE, INC. cuicaco «+ san Francisco 


SACRAMENTO 


AND TRADE CAPITAL 
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Joins Chesman & Co. Savage to Cocktfield Heaslip Advanced 
Mrs. Georgia Brinkman Ras-| Allan Savage, formerly with R. H. Heaslip, on the advertising 


sieur has been named an account| Ruthrauff & Ryan, Toronto, has| staff of the Canadian Countryman, 
executive of Nelson Chesman &| joined the Toronto radio depart-|Toronto, has been named advertis- 
Co., St. Louis. ment of Cockfield, Brown & Co. |ing manager. 
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Birds Eye Moves 


Headquarters office of Birds 
Eye-Snider, Inc., have been moved 
from 250 Park Ave. to 383 Madi- 
son Ave., New York. 


ow to get 


LID CINCINNATI 


Boomtime-Charlie towns may look pretty tempting, right 
now. But today, and in the postwar days ahead, you'll find 
the smart advertising money is going into solid, stable, feet- 


on-the-ground cities like Cincinnati. 


And you'll find the smartest money of all is concentrating 
in newspapers like The Cincinnati Enquirer which—in war- 
time, peacetime, anytime—reaches the solid, thinking, keep-on- 
earning people. Why not plan on doing a solid selling job 
on solid Cincinnati by concentrating your schedule with 
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bigger space, greater frequency in The Cincinnati Enquirer*? 


SOLID CINCINNAT/ READS 


The Cincinnati 
Enouirer 


For over 100 years, edited for the thinking, doing, 


* The Enquirer has the lowest milline rate 
in Cincinnati (5000 lines and upwards.) 


The largest home-delivered circulation. REPRESENTED BY PAUL BLOCK 


earning, solid citizens of America’s most solid market! 
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Advertising Age, February 7, 194 


Industry Copy 
Conversion Urged 
by Ad Bureau 


New York, Feb. 3.—Immediate 
conversion from wartime institu. 
tional advertising, which hag 
served so well since Pearl Harbor, 
to advertising that frankly dis. 
cusses industry’s own postwar 
problems with the public, hag 
been recommended by the Bureay 
of Advertising, American News- 
paper Publishers Association, in a 
new presentation now being 
shown to leading manufacturers, 

Included in the _ presentation, 
under the title, “Industry Can 
Convert Now,” is a new exhibit 
of recent advertising of the type 
the Bureau suggests for the transi- 
tional period between the first 
two years and the postwar era. 

Pointing to the  glamorized 
world of tomorrow pictured in 
many recent forecasts, the Bureau 
reminds advertisers that “the pub- 
lic has heard a great deal of the 
sleek, bug-like autos promised for 
the future, of helicopters, pre- 
fabricated houses, television and 
a thousand new products that will 
revolutionize living habits.” 

Unless the people show the 
same appreciation of industry’s 
postwar problems that they have 
shown for industry’s wartime ac- 
compiishments, the Bureau warns 
that there is little practical pos- 
sibility of realizing any of these 
“dream” promises, or of even 
maintaining present living stand- 
ards after the war. 

One of the greatest dangers to 
postwar industrial progress, it is 
pointed out, is the tendency of 
the public to confuse war profits 
with industry’s essential reserves 
for product research, reconver- 
sion, and product and market de- 
velopment. 

The Bureau this week, in re- 
leasing the second of a new series 
of reports compiled by the Ad- 
vertising Checking Bureau, also 
disclosed’ that war-effort adver- 
tising in U. S. daily and Sunday 
newspapers during November, 
1943, hit a total of $4,255,324. The 
report, compiled for the Bureau, 
does not include the large volume 
of similar advertising appearing 
in weekly newspapers. 

Added to the three-month total 
covered in the Bureau’s first re- 
port, the November figure brings 
the grand total of war-project 
advertising in daily and Sunday 
papers for the period Aug. 1- 
Nov. 30 to $21,226,175. 


‘Time’ to Print 
‘Under Hitler's Nose’ 


Arrangements have been made 
by Time to print its first European 
edition “right under Adolph Hit- 
ler’s nose,” with photographic neg- 
atives of Time’s pages rushed by 
clipper across the Atlantic and 
flown from London to Stockholm. 
While several thousand subscrip- 
tions have been received from 
Swedes, Time is interested in pro- 
viding Germans passing through 
Sweden each week with “a lot of 
unpalatable war. truths that Herr 
Goebbels has been trying to keep 
from them.” 

Meanwhile, Time has begun with 
its Jan. 31 issue to print 130,000 
copies of its magazine every week 
in Los Angeles to assure prompt 
delivery to California readers. 


Here’s a radio drive .. . tied in 
with the 4th War Loan that should 
interest every advertiser. W-I-T-H 
is giving away $6,000 in War 
Bonds to lucky Baltimore listeners. 
Those without phones can win, too. 
If you want to test a sales idea for 
30 days ...here’s your chance. 
Get the facts . . . quickly! 
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BALTIMORE 


TOM TINSLEY, President 
Represented Nationally by HEADLEY-REED 
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Plowshares Working for Freedom 
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Her in Illinois, Indiana, Mich- 
igan and Wisconsin is the bounti- 
ful land of a working people—food 
producers, manufacturers and ship- 
pers—the food front helping to 
wage the winning fight. 


The straight thinking and bound- 
less energy of “Lincoln Land” 
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There’s a simple, effective way 


to talk to “Lincoln Land” people...LEARN IT! 


Indications are that more “Lincoln Land” families 

: (42%) read and listen to these great believed-in 

advertising conveyances than any other mediums 

. you can use. Every test, every reader sampling, 
every survey demonstrates this. 
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Advertisers who want sales immediately and those 
who are thinking in postwar terms should investi- 
gate the now and /ater market possibilities of 
“Lincoln Land.” See your advertising agency or 
write to us... the facts will surely interest you. 


Making the Munitions of War 


A great city and country market 
that thinks and reacts as one 


| Easy for manufacturers to reach and move with two, and only two, direct lines of communication 


these “Lincoln Land” folks that 
through them alone you can move 
this great market — interest them 
in your products or service. 


Not that you cannot reach many of 
them with other mediums. You can! 
But these “Lincoln Land” folks 
have confidence in what they read 
in the 103 year old Prairie Farmer 
and what they hear over WLS, 
their favorite radio station. These 
two mediums are old friends, 
guides and helpmates. 


Catch their spirit in your adver- 
tisements and “commercials” — 
and sales results will amaze you. 


The symbol of 
“Lincoln Land” 

where more 
than 14,000,000 
people mean 
business! 


MEET the friendly 


folks of ‘‘Lincoln 
Land” through Prairie 
Farmer and WLS... 
you and your products 
couldn’t have better 
lines into their minds 
and hearts. 
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How Business and 


Public Relations and the 
Postwar. World 


Discussing the future of public 
relations in the January issue of 
“Public Relations Topics,” Ray- 
mond C. Mayer, newly-elected 
president of the National Associa- 
tion of Public Relations Counsel, 
says “the age of controversy is 
past, the age of interpretation is 
here.” With that statement as his 
text, he enumerates six reasoms 
why industry will especially need 
public relations interpretations 
after the war: 

1. Reconversion to peacetime 
production with its attendant rein- 
stalment of machinery, will delay 
return to production of civilian 
goods. These delays will necessi- 
tate some readjustment in employ- 
ment and will call for a most sym- 
pathetic and equitable handling of 
human relations. 

2. Cancellation of war contracts 
may provoke controversial situa- 
tions and delays which may spoil 
the splendid record industry has 
made during the war unless the 
situation is properly interpreted. 

3. New products and new proc- 
esses will call for product publicity 
and the shift from a seller to a 
buyer market in the postwar 
period will demand skillful public 
relations handling. 

4. The usual crop of probes and 
investigations by legislatures, poli- 
ticians and others directed at busi- 
ness and industry will need intel- 
ligent interpretation to the public. 

5. Industry will want to solidify 
its improved standing in the public 
mind with a continuance of public 
relations. 

6. Labor and industry both will 
need the benefit of the best public 
relations thinking during postwar 
to adjust dislocations which are 
sure to develop. 


* a * 


Thirty states passed legislation 
in 1943 for the organization of 
postwar planning councils and 
activities, according to the Ameri- 
can Society of Planning Officials. 
A large number of metropolitan 
planning agencies also have been 
established. 


Viewing the rise and public 
acceptance of frozen foods, “Elec- 
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MORE HOUSES! 


They buy more furniture, more 
linen and glassware, more house- 
hold equipment of every kind. 


Edited by RALPH O. McGRAW 


trical Merchandising” predicts 
1,000,000 sales of home freezing 
lockers within two years after the 
war, although total sales of all 
types of home lockers have not ex- 
ceeded 50,000 units in all time up 
to now. About 4,600 locker plants 
are now in existence, chiefly in 


rural areas, patronized by some, ithe hotel industry creates the post- 


1,500,000 families, the publication 
reports. 
* co a 


Royal W. Ryan, director of sales 
and advertising, Hotel New Yorker, 
has been appointed program chair- 
man of the 1944 postwar planning 
conference of the National Hotel 
Sales Managers Association to be 
held in June. Mr. Ryan feels that 
the subjects to be considered at 
the conference should include: 
Postwar developments in trans- 
portation, with respect to a new 
concept of distances; the fact that 


war activities and changes in loca- 
tion of national industries; per- 
sonnel problems of the future; and 
the change in types of traveling 
public in postwar years as com- 
pared with the present and prewar 
travel. 
* * * 


All former employes of Procter 
& Gamble Company now in the 
armed services will be given jobs 
on their return from war, Presi- 
dent R. R. Deupree told a meeting 
of the workers last week. “I think 
you would be astonished,” he told 


2) OT we . > . 


the meeting, “at the charts tha 
already have been made and the 
plans laid in every department of 
our business to actually assign 
returning service men and women 
to specific jobs.” 


oo a8 bo 


“If Germany fell tomorrow, 
would we still want to run oy 
present style of advertising copy?” 
is a question Business Week says 
every advertiser should pose to 
himself in light of uncertainties 
which lie ahead in 1944. If pres. 
ent copy styles would be _ inap. 
propriate, says Paul Montgomery, 


ee 
Sti 


ee? vy? 


— 


Adv: rti 


mana Ze 
should | 
in res er 
over Gf 
the rec 
he says. 
plans fc 
and @' 
priority 
verts t 
will net 
tive ma 
ucts.” 


Some 
needle > 


— 


HAT ISieR 


THE IRON AGE @ HARDWARE AGE @ DEPARTMENT STORE ECONOMIST o BOOT AND SHOE RECORDER e@ THE OPTICAL JOURNAL WY 


COMMERCIAL CAR JOURNAL @ THE SPECTATOR LIFE INSURANCE! 


The sul 
heated 
politici 
denoun 
standir 
guided 
strictec 
it in se 
special 
with its 


They di 
Americ 
go in b 
with thi 
own fai 
by his | 
busines: 
commu 
way wi 
from hi 
enable 
tion or 
come p 


the typ 


Pe te RO eK a a REE eh S(O) ee ae Bis 
a | | Ld 
F « Eee 
= | 
Std oo 
i = eA RE AL La - ise eh : —— ) r Se , 
: Bee STAR & REALTY mi hh. 
* ie ih 
ie _.. — ef ae 
i Se ead bs —-— tet, a Uy a are | 
"¢ nn ee he age os f | 
. . ead ~ / | Mi me : by —~ UY 5 VP ‘ 
e : * ee a ay aS s m . . te V, ? ; - om U a7 
anal roa x # ' : +a ; o i j . em . 
2. “i 98 | Rp Th rhe 
a re Spe minnie “ 
a . ’ I — om a ae - ies ey : IX 
Sia CLEANco™ . bel ee! 
>: iv -SLEANER > SS ao i, 
_ I \ «x e <“~ | —i/Z "a a Pag E 
7 ELEN. Spans DRUGS © eeroasuv ee Le 
q \s Kae, \ : ’ » F 1} . ‘es - vem J DASHERY . " | } { : ~ 
. RE VWF = oe FT “Nee SS ob 
y a Ve cS aa 8 1 Sn: ' A . i = 
bis > fr & ey ‘ i 4 ” . oe > " i 
a Be ‘ a >|) 2. % 
i : 2 \ | = WU j ; " aa Po W ' F i 
| eS: ee wtke : an | 
—_= Pit a |) the = 
met ls ——— || i “Sey 
| a re | on Sean ie . a 
—— F —_ } 
Sf, 2a —— 
PA | 7 | si 
yo? | RENT. - \ a ——) a sas aa ! | 
| | ee | eahal 
"Ae , TION 
s —s Bory miLnion 
Aes 7 
: puyind 


—_—_> 


Adv: rtising Age, February 7, 1944 


manager, then new campaigns 
shoul’ be prepared now and held 
in reserve until the day of victory 
over Germany. “These plans for 
the reconversion of advertising,” 
he says, “are just as important as 
plans for reconversion of plants— 
and even more important in 
priority. For when a plant recon- 
verts to peacetime operations, it 
will need orders to fill and recep- 
tive markets waiting for its prod- 
ucts.” 
oe * oo 

Some 83% of companies in the 

needle trades industry are making 


definite postwar plans, according 
to a survey conducted by “The 
Needle’s Eye,” publication of Union 
Special Machine Company, Chi- 
cago. Seventy-three per cent are 
planning a modernization pro- 
gram; 51% will be able to convert 
to peacetime goods “at once” after 
war contracts are filled; however, 
49% believe there will be a grad- 
ual conversion before the war 
ends; 57% believe they will be able 
to maintain a higher production 
level after the war, while only 9% 
expect it to be lower; higher em- 
ployment levels are expected by 


55%, present levels by 30% and 
lower levels by 15%; 61% expect 
a reduction in taxes after the war 
and 67% also foresee lower wage 
rates. 


Ford II Elected V.P. 


Henry Ford II, son of the late 
Edsel Ford, has been elected a 
vice-president of the Ford Motor 
Company, Detroit. Already a 
member of the board of directors, 
he will devote attention to the de- 
velopment of the distribution and 
sales department. 


Coller Opens Agency 


Ray E. Coller, for the past 17 
years on the advertising staff of 
the Buffalo NewS, has opened his 
own advertising agency at 902 
M & T building, Buffalo 20. The 
agency will specialize in grocery 
advertising and merchandising. 


Miss Isaacs Promoted 


Helen Isaacs of A. M. Sneider & 
Co., New York agency, has been 
appointed executive vice-presi- 
dent. 


The subject of free enterprise comes in for a lot of 
heated discussion these days. The business man, the 
politician and the private citizen talk about it— 
denouncing or upholding it, but not always under- 
standing just what free enterprise is. Some mis- 
guided ones think it gives big business the unre- 
stricted right to exploit the public. Others connect 
it in some way with tax exemption of industry or 
special privilege of other sorts. Few are familiar 
with its real meaning. 


They don't know, or have forgotten, that, under the 
American system of free enterprise, Jim Doaks can 
go in business for himself! Fresh from the army, and 
with the money he has saved, he is free to open his 
own factory, service station or grocery store. And, 
by his energy, integrity and initiative, develop his 
business to the benefit of himself, his family and his 
community. And, that his success even in a small 
way will make available additional money, either 
from his own earnings, or from outside sources, and 
enable him to enlarge his business, expand produc- 
tion or extend his services and thus create more in- 
come providing jobs for others . . . in short, to travel 
the typical American road to success and security 
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FREE ENTERPRISE? 


for himself and those, in increasing numbers, who 


work with him. It also permits him to reward, with 
fair profit, those who invested capital in his venture, 
and thereby encourage still others to put their ef- 
forts or their money into productive enterprise. 


That is what free enterprise really is. Can we find 
anything sinister in it, or see anything which would 
tend to break down our democratic system? Is 
there something about it which won't fit in with 
American ideals, or which fails to benefit the Amer- 
ican people? 


We, at Chilton, in our sponsorship of publications 
embracing many business fields, feel that the busi- 
ness men of this country have an obligation to speak 
out in defense of American principles whenever and 
wherever they are attacked. Free enterprise has 
been attacked—is under fire today, yet it is a prin- 
ciple our country can ill afford to lose. It is, we feel, 
our duty as well as the duty of every thinking Ameri- 
can individual or group, to say so again and again. 
We believe that the principle of free enterprise 
must be better er stin and appreciated— 
je for and nurtured—for free enterprise is 
fundamental with our democratic system. 


CHILTON COMPANY (INC.) 
Chestnut and 56th Sts., Philadelphia 39, Pa. 
100 East 42nd Street, New York 17, N. Y. 


Chilton sources and influence are world-wide. 
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Company (Inc.) has an equal interest in Business Pub- 
lishers International Corp., publishing THE AMERICAN 
EL AUTOMOVIL 
Indus- 
INGENIERIA INTERNACIONAL, Con- 


MOTOR AGE 


Expand Comic 
Magazine List 
for Royal Crown 


Columbus, Ga., Feb. 2.—As an- 
other major step in its market 
expansion program, Nehi Corpora- 
tion is increasing its use of youth 


magazines during 1944 for Royal 
Crown cola. A total of 21 publi- 
cations will be employed this year, 
compared to the three in which 
the youth campaign started last 
fall (AA, Nov. 22). 

As with the initial copy aimed 
at the youngsters, the final selling 
panel in each advertisement tells 
how some Hollywood movie star 
took the cola taste test and voted 
Royal Crown “Best by Taste- 
Test.” 

Nehi’s increased schedule in the 
comic books affords the company a 
combined circulation of 8,200,000. 
During the first part of ’44, the ads 
depicting the “Adventures of R. C. 
and Quickie” will feature such 
movie heroes as Hoot Gibson, Bob 
Steele and “Red” Berry. 

Batten, Barton, Durstine & Os- 
born, New York, handles. the 
account. 


Renau Heads New Unit 


Kenneth H. Renau, with the 
Mengel Company, Louisville, Ky., 
since 1940, has been named man- 
ager of the distributing unit ware- 
house in Louisville of U. S.-Men- 
gel Plywoods, Inc. This company 
is jointly owned by the Mengel 
Company and United States Ply- 
wood Corporation, New York, and 
was formed as part of their post- 
war plywood expansion sales pro- 
gram. 
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THE GREATEST SELLING POWER 
IN THE SOUTH’S GREATEST CITY 


Zam =6NEW ORLEANS 


50,000 WATTS CLEAR CHANNEL 
CBS Affiliate 
Nat'l Representatives: The Katz Agency, Inc. 


Grocery manufacturers are 
cheered by the fact that govern- 
ment requirements for running in- 


ventories of canned goods are 
dropping in many cases, due to the 
failure of German submarine war- 
fare and the clarification of mili- 
tary fields of action, so that stocks 
can be piled at fewer ports and 
shipped more directly. In the case 
of one product, the Army carried 
a running inventory of 35 million 
cases, but has now cut its re- 
quirements to 10 million cases. 


If London advertising rumors 
can be believed, commercial pro- 
grams will be permitted by the 
British Broadcasting Corporation, 
semi-government radio monopoly, 
before too many more months 
have passed. In fact, one story 
has it that an American agency, 
acting for an undisclosed Ameri- 
can client, has already signed a 


eos ONE OF AMERICA’S GREAT PORTS 


Much of the Great Lakes traffic 
radiates from Toledo as the hub... 
Toledo is the most southerly port 
on the lakes, situated at the mouth 
of the Maumee River, the largest 
river flowing into the Great Lakes. 
This is America’s largest port in 
wpnnage of soft coal, which gravi- 
tates to this area from the coal 
fields of Pennsylvania, Ohio, Ken- 


is the TOLEDO BL 


shared for more than a hundred years. 


tucky, West Virginia, Indiana and 
Illinois . . . In total tonnage han- 
dled—coal, iron ore, oil, cement, 
grain and other cargoes—Toledo 
is among the nation’s larger ports, 
second in volume on the Great 
Lakes . . . Sixteen main railroad 
lines contribute to the city’s water- 
borne traffic and to its general in- 
dustrial and commercial aetivity. 


...one of America’s GREAT NEWSPAPERS 


The Blade was already well established in Toledo when the 
Miami and Erie Canal was opened in 1845, with Toledo as the 
northern terminus, foreshadowing its importance in lake Fy Qe 
traffic ... City and newspaper have grown up together, Toledo > 
becoming a great port and industrial center, the Blade becom- a 
ing one of America’s great newspapers, devoted to the idea of 
rendering a useful service to the community whose life it has 


TOLEDO BLADE 


One of America’s Great Newspapérs 
REPRESENTED BY PAUL BLOCK AND ASSOCIATES 


leading BBC personality for ap- 
pearance on commercial programs, 
giving him £50 a week retainer 
until commercial broadcasting is 
permitted in England, after which 
he is to receive £250 weekly for 
running a program for the Ameri- 
can sponsor. 
* * * 


The Treasury Department is 
working closely and effectively 
with the OPA in breaking up black 
market operations and other irreg- 
ularities in the handling of liquor. 
For example, a good many whole- 
salers have been getting rich quick 
by selling their stocks at retail, 
doing business with business men 
and other important consumers in 
case lots, but adhering strictly to 
the OPA retail price ceilings. In 
cases of this kind and those where 
OPA price regulations are not 
being observed, distillers and other 
suppliers are notified by the Treas- 
ury Department that it would 
“advise” the trade not to do busi- 
ness with the specified concerns. 
The advice has been followed so 
effectively that violators speedily 
find themselves out of business. 


You may expect to see manu- 
facturers and distributors of in- 
dustrial equipment in all fields 
getting together to insure the 
adoption of a government policy 
on the disposal of surplus equip- 
ment which will emphasize the use 
of normal trade channels for get- 
ting these products into civilian 
use. At the recent convention of 
the Associated Equipment Dis- 
tributors in Chicago, attended by 
more than 1,000 members of this 
industry, the following points were 
offered as a basis for the disposal 
program: 

1. Distribution should be through 
established trade channels. 


Advertising Age, February (, (om 

2. Acquisition of large quanti 
ties of such property for specg 
lative purposes should not be pen 
mitted. 

3. Prices at which any particu 
lar property or class of property 
is sold or leased should be unis 
form. 

4. Such property should be sold 
or leased at prices which enable 
the government to obtain a fair 
return. 

5. Sale or lease should be at 4 
rate which will not unduly dis. 
rupt trade and commerce. 

6. The welfare of small busi. 
ness enterprises should be consid. 
ered wherever possible. 


When President W. O’Neil of 
General Tire & Rubber Company 
gets FCC permission to 
$1, 175,000 for the four Arde Bu- 
lova radio stations, he plans to add 
the three New England outlets to 
the Yankee Network and sell the 
fourth—WPEN, Philadelphia. The 
Philadelphia Bulletin is a logical 
buyer for WPEN, as well as its 
FM facilities. Recent FCC action 
on newspaper-radio ownership 


paves the way for the transaction, 
: 


1X 


The automobile is here to stay, 
con- ff 


aircraft predictions to the 
trary, Dr. Isaac D. Levy, president 


of WCAU, Philadelphia, obviously §j 
invest- 
ment, he is buying up auto park- § 
ing lots all over the Quaker City, 9 


believes. As a _ postwar 


Willys-Overland Motors plans to } 
open an auto factory and assembly § 


plant in Mexico after the war, and 
to play up the important farm uses 


of its jeep. There is an extensive J 
market for both cars and tractors " 


in Mexico, the company believes. 


Wiener Joins PCAC 


Ralph E. Weiner, formerly a 
sales promotion and merchandis- 
ing executive of Standard Brands, 
Inc., has been named an account 
executive with Pacific Coast Ad- 
vertising Company, San Francisco. 
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1. ELECTRICAL EQUIPMENT reaches more industrial buyers and 
manufacturers of electrical and electronic equipment than any other 
electrical, trade or industrial publication. 


2. ELECTRICAL EQUIPMENT reaches only selected readers — 
executives and engineers responsible for management, design, produc 
tion, purchasing, operation, installation, repair and maintenance. 


3. ELECTRICAL EQUIPMENT permeates all industries in which 


electric and electronic products are designed, produced, bought, in- 


stalled, operated and maintained. 


4. ELECTRICAL EQUIPMENT is the only publication that gives 


complete coverage of the electrical equipment market. 


5. ELECTRICAL EQUIPMENT is first choice for advertising of 


electrical equipment by leading manufacturers. 


6. ELECTRICAL EQUIPMENT gets results for advertisers . . 
many recent issues have brought from 4,000 to over 5,000 inquiries to 
the publisher for forwarding to advertisers, with probably double that 


number going direct. 


7. ELECTRICAL EQUIPMENT is the only new-products publica 


tion in this electrical field. 


Member C. C. A.—latest audit, six months 
average — 30,289 Controlled Circulation 
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60 EAST 42ND STREET,17, NEW YORK 


spend ff 


l}aurpME 1 


‘ 
' 


E 
' 


go" E 
wa 
things, ° 


model z 
ing exp 


HE 
189 

] 
mechan 


with th 


You se 
mechan 
for the 
and do 


These : 
in 194 
. Illustr¢ 
Salesm 
today’s 
hot to 
“world 


rf 
| 


i : eee ae | eee — ae es) : eee ow ee ie, a ee Ree See ee reat Di ee, ge aie ee! ee ae ay a . Ree: ‘ i 
ee i ee ee a. ee oe ee se ee ee ae | se 
: eg IS RES Pea al Le was he a gk Oa OIE MIME BB p> 
. iy ey ei a xg ae PD, 3 we eo oe me sina a 3 ‘ ot te a re os Nae 4 4 
ate a uy yrs. ed OP BP ps ; Sy q 
- “ het / j J ov z ‘ aa 
“ee bi ‘ 4 if V fa @ So L J € oo: 
S — A AS a © | A 
BP | 
: Ps so * f , 
x, AS t 
i ’ 4 
a * a | 
oo bat | F 
Tee | J 
a ne | ‘ 
- iy ein Cite a ae 
oe See ee . owe ’ ee i 
— | 
. le ‘ 
, i) . .- - 
Me ‘ i : “3 
\4 Se 
_ a 5 | 
- Bate - . en : . = . me. 4 
= om we .- os . ore, 2 . - Z a - } 
nae, ® - ” ‘ A 7 is << ow, PO ne : a ited — oo ie * . t %% ‘ » Sey ” 
pies” ¥ 3 4 “an * nie dal + eM oe ee bee my en os. Sele  aatere $ eae] F i 
be: Cy eb Oar Se a ae tet Rapet~ Be ae ars A RE aad 0 a 
“ee a mn . } U * ty 4 5 . Sie e oa! ay 2 Sa eal . “gg? er ae eee 
\ - 7% = 3 ~ a iy a oi eae pis 8. * ¢ #8 a 
ik i i ‘ ‘ o : : Ps . .* he oe a P. is 4 P om % ig 23 “ il ‘ _ agp ae all ) 
; e ke > TP fires. ee ; Ha a Se fee 
le a a See, ae Se a ee 4 
P c 2 = Se 1; bene . im 7 >». : i a mene bed ie : ae &. i r ae, oe » : 
a — 4 mon ” : 3 i, Ree 3 i Sa 4 é 
 S qe ae ee 4 s : sh Saad oo pte wins 
i aap ee hi a 
" t - A a el i eae a an a an 
25 ao pet Tn : ed * io 2 oe oe es : Oe a, -.F De ag a? 
‘ “te . é e Py v3 s ee “ i 2 - ney: F Pye? ee oe 
: LT oN : > f oF : “ear re Free oe f ee : 
ne le cy _ a .: sag OL aa “fh 
oo : ae the 4 ~~ te , : al Ez, 4 sid é cat aa et “i j ———_--——_—_ — P 
at Pa eg a is a» ee a4 ee ae ; Pi aed | 
7 “s SG VPS OR ig ht OL A 
| OS gO i NE Fg OS es 
i eT ee ae eee ee Ae | 
is : id . ae le = : i 5 de Se ‘ Silage “S a ta i “ 
is a ‘ ‘a aa al ; ie? i ra fil ie oa i aa aa. 
ied ae. tale EEE “ti , s wet wore he . 
ye , ° wae Be wet ' ig lia: wi er, ; . — 4 ‘ i 
7 5 “ Pai + aes hee A i Ay | Yaa mF? 7 gis oo eee. — | 
‘ _— om - : ha Ne » &, : a iy SS aoe “ ee Me en ge % “hind 
- " veg r ee i aig ‘ nara, ‘ a @ - ian } 
iz Se a 4 - gee ee Rice eS: py F | 
i i f ae ee se. 2 a % % ce & 2 
Rein Wages 6 i 5 ee aa * ~, : 
f —— j j OE Be eee sag : — ~ eae —: ee 
| are _ : ~— — I ~ ” - : oS. = ont wi = ne oe ) ‘A 
| te cee Meee: — Mj, 
as — = ~~ ‘ 4 _ we . - a = a lal tal o> ae f 77, pg 
—, * . _ * wie a a4a ae ee ace geil we aa ee oe Samo, = 
7 = me —_ “ “ B * as ; es ~~ ~ “ere, 7 Z 
7 6 : ot ee : oo SSS eee “hh 
vi ye! -« of : * neste ++ . rma _ = en - ——— i roe, Day AY, 
a ee wif fe : ; : s fy 2 ; a . oe . Fae Reger bg Sif | 
r . te = Z y a _ te iS Se Ss ee = 4 
: ee eee is a Ss * 4s eS SEES Pie, ORs ay ave a 
a a " A. ‘ é os ; : u Sep, | ‘ : =a Seo wee Se Sa =e 
ais es” * Bee wo 3 a ' - Sivas we eee See, 
pS a % ; pe en Re epee? . ae -y — Se See SS SST 
; } é : j j vg A %. : ty . ne Se ee eee io Zé 
‘ eT, SO — a “= = 
ih Big of ceo - = as hs  « Rs! 
tee Be? cae La Lea Sa ; 
ae ae: a 
: NI ee ~ st 2 FES . 
5 Dies av <r 2 eee aS 5 
iid i a 4 ee =SS = ee by. 
das ee oe SS my, ~ ag 
De aes = a BMF ene a > 
., y be 9 — ar 
F ie p SS eel 
. = -_ 7 Fat ty ~y i al : 
po $e se se an 
BY od Sen ee <> ‘ - %, 
ia , Tm SS St - = —— 
a G St ee ees ' <a 
weil C0 ea 
Tz o> a 
E “a SSS i — 
; i“ a ~ > eS =~ ~ ~< 
me E “Lae a hye a ~ SS 
lk = J \ Se Sy 
# : i See ~— — 4 
— ; | 5b gi % ; > 
~ ie 4 
; W | 
of THE 
= 4 Se ee 
ss ", 
pia => Se 
cy Sacer Ye 
fed Sap fe 
SCS ‘ eae 
ne e : 
Ee . > p” 
ea. \ o* hae 
se a oe. > \ e . u 
lee Ss A ¢ 
bi LR 
a = 
x Nw ee 
4 Why c 
i y Cc 
7 I aaa woe € ; 
; beet 
a 
sa 
weet 4 a A 2 é ’ 
2 a as i : ¥ Eee yg 4% te = eo te By a ee a es 
= i 4 : 2 » 7 . % 


ae 


+ ‘ “in Pate eS aaa ‘- t 


fom ‘i * 
“a 


How would it have looked, if 


impatient neighborhood 


tinkerers hadn’t gone to work on it in 1897 ? 


gonesopy dug this old print out of our files, and 

wanted to know if anybody ever RODE in such 
things. They did, but not for long. Fortunately, the above 
model was changed for the better. And the home tinker- 
ing experts hastened the change. 


Advertising Director 
Fawcett Pustications, Inc. 
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HE 194X helicopter may someday look as silly as the 
1897 job you see above. 


If it ever does—then you may be sure America’s 
mechanical neighborhood tinkerers had something to do 
with the difference. 


You sec, these neighborhood experts are impatient with 
mechanical status quo. They like to see things changed 
for the better. And quite frequently, they’ll go to work 
and do the changing themselves. 


These are the fellows—over 400,000 of them per month 
in 1943who read, from cover-to-cover, Mechanix 
Illustrated. And each of the 400,000 is a “neighborhood 
Salesman”—each with his own sphere of influence in 
today’s vast wartime repair-and-replacement market .. . 

Hot to inention the vast coming markets of the postwar 
World of tomorrow”. 


* * * 


Why do you suppose patent attorneys consistently use 


FAMOUS WORKSHOP HOBBYISTS 
GYPSY ROSE LEE 


Between starring in Broadway shows, writ- 

ing books and scripting plays, famous and 
attractive Gypsy Rose Lee 
relaxes by making things in 
her own home workshop. 
Like thousands of other hob- 
byists, she reads Mechanix 
Illustrated for news andguid- 
ance on “How to build it’, 


Mechanix Illustrated? Because our readers are forever 
inventing something. 


Why do you suppose engineering correspondence 
courses sign 12-time contracts in Mechanix Illustrated? 
Because our readers are forever /earning something. 


Why do you suppose supplies and materials manu- 
facturers throng the pages of Mechanix Illustrated? 
Because our readers are forever making something. 


Why do you suppose over 95% of the advertisements in 
Mechanix Illustrated are keyed for direct response? 
Because these advertisers know, from tested experience, 
that our readers are forever buying something. 


What more, Mr. Advertiser, can you ask of an advertis- 
ing medium? 

* cad * 
Everything mechanical has its nuts and bolts. Here are 
some of ours: 


Mechanix Illustrated has the largest newsstand circula- 
tion in its field in America: 97.5% demand newsstand 
sales, as against less than 50% newsstand averaged by 
the other 2 in our field. Three years ago our circulation 
was 170,000 copies at 10¢. Our average for 1943 was 
better than 400,000 at 15¢. In the first six months of 1943 
alone we gained 47.7% circulation, against 9% and 2% 
for the other 2 in our field. In the same period we pulled 
936 primary readers per advertising dollar as against 
839 and 776 for the other 2 in our field. 


Most of our advertisers came in on a test basis—depend- 
ing on results. Most of them are still in—still on the 
basis of results. Test us yourself in 1944. We will be con- 
tent to stand or fall on how we can pull those coupons in. 


One of the Great Family of Fawcett Magazines 


FAWCETT PUBLICATIONS INCORPORATED 


NEW YORK 18: 1501 Broadway...Longacre 3-2800 
CHICAGO 1: 360 N. Michigan Avenue... Central 5750 
LOS ANGELES 14: Simpson-Reilly, Ltd. 
Garfield Bldg. ... Michigan 7421 
SAN FRANCISCO 4: Simpson-Reilly, Ltd. 

Russ Building... Douglas 4994 
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Sales a ‘Cinch, 
But Meat Packers 
Keep Ad Schedules 


Wilson & Co. Steps 
Up Promotion; AMI 
Adds Radio Show 


Chicago, Feb. 3.—Although the 
demand for meat products during 
1944 will again exceed the supply, 
meat packers intend to maintain 
or increase the levels of their 
merchandising and _ advertising, 
along with plenty of jockeying for 
postwar competitive positions. 

Product copy will be stepped up 
by at least one company, and 
probably others, during the year, 
as the packers continue to ham- 
mer brand names into the public 
consciousness. For the industry as 
a whole, the American Meat In- 
stitute will continue its campaign 
to offset the inroads of other pro- 
tein foods and insure the future 
of its members in the nation’s 
over-all food picture. 

The institute, which earlier this 
month launched its first network 
radio venture, figures that its con- 
sumer coverage this year will be 
25% greater than during 1943. 
The new AMI show, “The Life of 
Riley,” is broadcast Sundays from 
2 to 2:30 p.m. CWT over 155 Blue 
network stations. It is being mer- 
chandised to retailers via trade 
publication advertising urging 
them to talk up the program to 
their friends and to display post- 
ers furnished by salesmen. 


Uses Other Media 
The broadcast is in addition to 
the institute’s consistent advertis- 


ing in more than 350 newspapers 
throughout the country, general 


ai ee 


and women’s magazines, medical 
and scientific journals, home eco- 
nomics publications, farm papers, 
and an extensive list of business 
papers. 

Wilson & Co. plans to increase 
its advertising efforts during 1944. 
Newspapers provide the backbone 
of the campaign, with magazines 
and spot radio also on the sched- 
ule. The company is starting its 
sixth year of the perennial Rector 
column, which is appearing weekly 
in 161 newspapers with a total 
circulation of 8,300,000. Extensive 
backing also will be given B-V, 
Wilson’s vegetable-flavored meat 
extract, and its canned meat prod- 
uct, Mor. Newspapers and maga- 
zines, including both color and 
black and white copy in the latter, 
will be used for these products as 
well as for Ideal dog food. 

A special campaign on Laurel 
brand lard will be launched in 
newspapers this week, and pro- 
motion of the company’s Advance 
shortening will be continued 
through the year. 


Protects Brand Names 


Stockholders were told in the 
annual report last week that under 
wartime conditions, with govern- 
ment needs placed ahead of regu- 
lar customers, the Wilson policy 
is to: distribute available products 
as fairly as possible; protect brand 
names by aggressive advertising; 
and maintain the quality pledge— 
“The Wilson label protects your 
table.” 

The sales volume for the year 
ended Oct. 30, 1943, increased for 
the fifth consecutive year, accord- 
ing to Edward F. Wilson, presi- 
dent, and with heavier expenses, 
diversification of products proved 
especially advantageous. 

“We have continually increased 
the utilization of packinghouse 
by-products and greatly expanded 
our manufacturing processes to 
enhance the value of our prod- 
ucts,” he said. “Our dairy and 
poultry operations have been ex- 
tended. Our pharmaceutical prod- 
ucts, chemicals, soaps, gelatin, in- 
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Worcester’s per capita savings are FOUR times the U. S. average 
— almost DOUBLE the high average for New England — and are 
steadily increasing. For the year ending Oct. 31, 1943, Worcester’s 
five Mutual Savings Banks alone report a gain in savings deposits 
of $12,669,600 — and while Worcester folks were “salting away” 
these millions in savings accounts they were investing many more 
millions in U. S. War Bonds. In the year ending Nov. 30, 1943, 
Worcester’s War Bond purchases totaled $31,473,225. 


POPULATION: City Zone 235,125. City and Retail 
Trading Zones 440,770. This market — rich, stable, 
responsive — is blanketed by The Telegram-Gazette. 
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sulation, and other by-products 
have been produced in greater 
volume and variety, and are more 
extensively known.” 

Wilson continues to emphasize 
research, he added, and in the 
field of meat dehydration is pro- 
ducing dehydrated pork and 
corned beef hash for the armed 
forces. These products are now 
available only to the armed 
forces and our allies, but “in eco- 
nomic and product research, in 
advertising and in distribution, our 
company is giving attention to the 
opportunities and problems which 
will come after victory.” 


Armour Equals ’43 Schedule 


Armour & Co., whose 1944 pro- 
gram will about equal last year’s 
in volume, will swing over grad- 
ually from -institutional copy to a 
more competitive slant this year, 
reflecting an improved product 
picture. Magazines, newspapers 
and spot radio carry Armour mes- 
sages to consumers. Several maga- 
zines have been added, although 
space in others has been reduced. 

Armour sales last year also hit 
a new high, the company recently 
reported, but costs and taxes offset 
the increase. The company faces 


no reconversion problems, George 
A. Eastwood, president, pointed 
out, although it may be confronted 
by other postwar problems. He 
added that there is growing evi- 
dence that the government “does 
not intend to permit a situation to 
develop such as occurred after the 
last World War—when accumula- 
tions of goods of all kinds were 
dumped on the market at prices 
which ruined many business insti- 
tutions and caused others to sus- 
tain losses from which it took a 
decade or more to recover.” 

Swift & Co., whose 1944 budget 
is expected to be about the same 
as last year’s, intends to devote a 
larger chunk of its radio time and 
publication space to government 
war objectives. By and large, 
however, copy will be in a com- 
petitive vein, and the company is 
merchandising its over-all pro- 
gram aggressively to dealers. 


Sales Now a ‘Cinch’ 


Current business paper space 
reminds Swift dealers that even in 
the face of short supplies, con- 
sumer appetites and desires for 
meats must be maintained. Sell- 
ing meat today is a cinch, the 
company admits, but rationing is 


ddvertising Age, February 7, '9a 
restraining the big demand for 
meat and “people are tempted to 
look for foods on which to spend 
the dollars which would ordi- 
narily go for meat.” 


Swift’s educational progran: ip } 
national magazines includes one } 


series stressing the vital impor. 
tance of meat and explaining re. 
tailer difficulties under rationing: 
and another series showing women 
how to use limited purchases of 


meat in making tasty dishes. The } 


company’s “Breakfast Club’ 
broadcast over the Blue Network 
five times weekly also carries 
timely information for homemak- 
ers. Dealers are being offered a 
free ad service which includes 
five mats each month to use in lo- 
cal newspaper advertising. 

Although Cudahy Packing Com- 
pany still is developing its adver- 
tising and promotion plans for 
the year, the outlook is for an ex- 
penditure at least equal to last 
year’s. 

The company’s research staff 
has spent a major share of its 
time meeting Army and Navy 
needs for new styles of products 
and types of packaging—including 
canned meats, margarine for trop- 
ical climates and special lards, 
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Because of constantly increasing war demands for pulp and paper, all Aigrica 


cries out for greater and faster production. Mills everywhere are bifling 


every energy to this task, but they find that America’s recognition 


need consists largely of lip service. That more glamorous war jobs av 


wages are allowed to take thousands of men out of the forests. 


Current cuttings are wholly inadequate, and already millions of o 


/ 
| 
} 


the 


B of 


stored wood have been exhausted. Mills operate short time. That is theftua- 


| 
tion today, now! Tomorrow it will affect every front. Pulp is used forffplo- 


sives, rayon parachutes and bandages; paper for packing food, medic and 


blood plasma, gun and plane replacement parts, ammunition and sulfa} gs. 


Yes, America says pulpwood is a critical war material...and yet does Httle 


to guarantee production of that essential. Wire your Senators and 


Representatives today, urging that some action be taken that will put 


men back to cutting pulpwood. This is your crisis, as well as ours! 


MILLS AT HAMILTON, OHIO. .. CANTON, N. C. ... HOUSTON, TEXAS 


Manufacturers of Advertisers’ and Publishers’ Coated and Uncoated Papers, Bristols, Bonds, Envelop® T 


Tablet Writing and Papeteries. . . 2,000,000 Pounds a Day 


DISTRICT SALES OFFICES 
NEW YORK + CHICAGO + PHILADELPHIA * CLEVELAND « BOSTON ° ST. LOUIS + CINCINNSG* ATLA} 


THE CHAMPION PAPER AND FIBRE CO., Hamilti hi 
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Studies are being made on the 
vitamin content of various meat 
products to determine processes 
that promote greater vitamin 
preservation, processes which may 
figure in postwar merchandising 
of Cudahy products. 


Delrich Sales Mount 


Because the quota of oil is lim- 
ited, production of Cudahy’s Del- 
rich margarine cannot be stepped 
up for the present, and advertising 
will not be increased. Distribution 
has been completed, however, in 
areas where the product was in- 
troduced. Delrich, developed and 
marketed only last year, has been 
merchandised to consumers via a 
five times a week CBS program, 
supplemented with large-size 
weekly ads in leading newspapers 
of 36 cities. Outdoor advertising, 
point-of-sale streamers and post- 
ers for dealer stores round out the 
program. Ready acceptance ac- 
corded Delrich and steadily in- 
creasing sales point to eventual 
marketing and advertising on a 
national scale, company officials 


say. 
Old Dutch cleanser, consistently 
advertising by Cudahy since 1905, 


will again benefit from an all-in- 
clusive hard-hitting campaign. 

Radio will carry the major share 
of advertising for John Morrell & 
Co., Ottumwa, Ia., which has just 
announced a new Red Heart 
3-flavor dog food, replacing the 
dehydrated, fiber carton-packaged 
product it introduced in 1942 when 
tin cans were banned. Morrell in- 
augurated two network programs 
last October featuring sportsman 
Bob Becker and devoted solely to 
Red Heart promotion. The shows 
are broadcast Thursdays and Sat- 
urdays over a combined total of 
124 CBS and NBC stations. 

The new Red Heart, in beef, fish 
and cheese flavors, and sold in 
cartons closely resembling the old 
ones, is being marketed on a na- 
tional scale. 

Besides supporting the AMI 
program, Morrell also has been 
sponsoring a _ series of weekly 
newspaper ads in its three packing 
plant cities — Ottumwa, Sioux 
Falls, S. D., and Topeka, Kan.— 
honoring employes and members 
of their families in military serv- 
ice. 

Declaring that its postwar drive 
for customers and new distribu- 
tion is already under way, Mickle- 


berry’s Food Products Company, 
Chicago, this week released the 
first in a series of weekly Old 
Farm pork sausage ads in 28 news- 
papers throughout the Midwest. 
In addition, the company will con- 
tinue its regular campaign in all 
Chicago papers. 


Gets Detroit Account 


Exclusive sales privilege for all 
vehicles operated by the Depart- 
ment of Street Railways, Detroit, 
has been secured by the new 
Transportation Advertising Com- 
pany of Michigan. John J. Hettche, 
a former Ford dealer, is presi- 
dent of the company, and Joseph 
E. Wellman, formerly with the 
Loomis Advertising Company, is 
vice-president and general man- 
ager. National sales will be 
handled exclusively by the Loomis 
Advertising Company. 


Appoints V. O. Mikle 

Valentine O. Mikle, formerly 
with the Philadelphia Record, John 
Wyeth & Bro., Inc., and the U. S. 
Vitamin Corporation, has been 
named manager of sales promotion 
for the ZesTang Company of 
America, Philadelphia. 


Macy’s, May Co. 
Open Joint Office 


Adopting a joint type of buying 
practiced in Burope before the 
war, R. Macy & Co., New 
York, has opened buying offices in 
the Chicago Merchandise Mart and 
will operate these in conjunction 
with the May Department Stores. 
Combined purchases of the two 
companies are said to total more 
than $400,000,000 annually. 

This is the fifth national buying 
group to open offices in the Mer- 
chandise Mart in less than a year 
in preparation for postwar activi- 
ties. Total purchasing power of 
these groups has been estimated as 
being more than a billion dollars 
yearly. 


National Opens Drive 

National Starch Products, New 
York, has inaugurated its 1944 
trade and industrial advertising 
campaign with full-page space de- 
scribing its work with the Army 
medical department. The series 
will tell how the company’s ad- 
hesives and starch products con- 
tribute to the war effort. The 
account is handled direct. 


And for you who choose 
KSTP to cover the import- 
ant Minneapolis-St. Paul 
Market — your dig selling 
job in Minnesota. This year, 
you'll reap a bountiful 
harvest of plus coverage in 
Minnesota’s prosperous 
rural areas. 


For years, KSTPete has 
been sowing seeds of friend- 
ship among the heavy- 
spending rural population 
of Minnesota —the nation’s 
fifth richest farm state. 
First, through specialized 
programming by folks who 
know what Minnesotans 
want to hear. And, second, 
by telling all Minnesota 
about these programs with 
a persistent and consistent 
promotional campaign cur- 
rently comprising these 
features: 


1 


Lively ads every month in 
*The Farmer, which goes into 
147,000 Minnesota farm 
homes 


Full-page ads monthly in 

Land O'Lakes News, reach- 
ing 65,000 prosperous Minne- 
sota dairy farmers 


3, Listener-winning ads week 
after week in 344 country 
newspapers 


4 Personal appearances of 
*KSTP’s Barn Dance group in 
Minnesota towns 


“On the Minnesota Farm 
*Front,” eagerly-read column 
by Harry Aspleaf, KSTP’s 
Farm Service Director, pub- 
lished weekly by 81 country 
papers 

A “Around Radio Row,” radio 
*news-and-gossip column, 

published weekly by 70 

country papers 


KSTP’s effective and eco- 
nomical coverage of the 
Minneapolis-St. Paul Mar- 
ket and our no-cost plus 
coverage of a great and 
growing rural audience add 
up to this: Your advertising 
dollar gets you More in ’44 
on KSTP! 


50,000 WATTS— 


Clear Channel 


Exclusive NBC Affiliate for 
the Twin Cities 


Represented nationally 
by Edward Petry & Company 
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Feeding Magazine Advertisers in 1943 


Rank 


76 


207 
329 
400 
360 

68 
321 


113 
166 
358 

36 


Nae ie ae 
a 


Companies Which Spent Over $100,000 with Comparisons for 1942, 1941, 1940 


An Exclusive Advertising Age Compilation Based on Records of 


Publishers’ Information Bureau, Inc. 


1943 1942 1941 1940 Rank 1943 
Agfa Ansco Corp. See General Analine & Film Corp. ee ae ee 280,408 
Air Transport Assn. of America...... $ 550,743 $ 150,205 $ 277,399 $ 217,635 Borg-warner Corp. ......-cecee- 32,550 
Allied Products, Inc.................. 270,487 206,145 164,897 112,602 Calumet Steel Division ..........  ..--+- 
Avon Products, Inc. ............. 266,305 204,700 163,695 112,425 Ingersoll Steel & Disc Div........ ...--. 
Hinze Ambrosia, Inc............. 4,182 1,445 1,202 177 Morse Chain Co. Division.:...... 7,163 
Alligator Company .................. 113,224 98,653 88,507 60,877 Norge Division ...............+- 240,695 
Allis-Chalmers Mfg. Co.............. 267,493 177,192 67,876 15,962 377 Bosco Company ...........-+sseeee 114,196 
All-Year Club of Southern Calif... ... 129,390 21,365 144,948 164,660 213 Botany Worsted Mills............... 225,573 
Aluminum Co. of America........... 550,850 531,526 195,903 542,169 95 Bourjois ..............seseeeeeseeees 474,068 
Aluminum Co. of America....... 453,085 517,021 153,731 350,320 Bourjois, Inc. .........+eeeeeeees 363,868 
Aluminum Cooking Utensil Co... 80,915 10,405 36,337 143,154 Barbara Gould Preparations..... 64,690 
i i ce. ndee veeane 5,835 29,850 GENS Son b.cccaseeescbcosens 45,510 
American Magnesium Corp....... SE eet. deka. <<(ahleie 201 Brewing Industry Foundation........ 235,608 
SS ES ree 1,600 ers 18,845 10 Bristol-Myers Company ............- 2,204,119 
American Airlines, Inc............... 268,787 123,685 203,740 226,326 Bristol-Myers Company ........- 2,204,119 
American Chain & Cable Co.......... 138,430 107,220 87,490 72,635 Rubberset Co. .......scccseseeee  ceveee 
American Distilling Co., Inc.......... 157,441 234,283 106,707 122,943 64 Brown-Forman Distillers Corp........ 628,075 
American Distilling Co., Inc...... 145,191 PR ae | Oe 117 Brown Shoe Co. ..............eeeeee 396,695 
SS a Pee 12,250 230,564 106,707 122,943 Brown Shoe Co. ............+++. 396,695 
American Enka Corp................ 100,129 96,442 88,077 64,040 Blue Ribbon Shoe Makers.......  ....-. 
American Export Lines ............. 118,217 45,635 12,850 350 122 Brown & Williamson Tob. Corp...... 387,128 
American Gas Association........... 174,460 278,840 363,275 365,030 372 Bryant Chucking Grinder Co......... 115,925 
American Home Products Corp....... 1,042,902 527,184 307,315 465,865 356 Buxton, Inc. ...........ssseeseeeees 125,405 
Clapp, Harold H., Inc............ 371,290 280,030 148,810 266,430 67 Calif. Fruit Growers Exchange....... 615,957 
Washington, G., Coffee Refining Co. _ 16,500 2,100 4,200 6,100 Citrus Fruits ..............+0++ 378,210 
Edna Wallace Hopper Cosmetics.. 76,662 = ...... succes c eae _Lemons—Toilet & Medical....... 237,747 
| ee SES 85,495 88,550 57,094 62,128 51 California Packing Corp. ............ 795,021 
Sg) ak ta dS a, pee 36,440 17,749 26,967 29,870 285 Campana Sales Co. ..............-- 158,376 
Angelus Products ............... 87,930 16,420 ere Campana Sales Co. ..........-.+. 123,501 
Mystic Laboratories, Inc......... ...e. 0 eeeeee 260 21,766 Old South Perfumers..........-.. 34,875 
DM isaac veh dcud os «anos 58,104 ee Signer” -ehices 25 Campbell Soup Company............ 1,271,215 
Cs oo... , TEP (ence Sent sskoas Sax Cos 46 Canada Dry Ginger Ale, Inc.......... 878,418 
Whitehall Pharmacal Co., Inc....  ...... SE sac” ieee es 69 Cannon Mills, Inc............+-.++++: 596,955 
B/S Saree SS ea ae 202 Carnation Co. ..........seeeeeeeeees 235,429 
I ch adios says cc enaaet SE OME 1 cndoke sevens Carnation Co. ...........seeeeee 189,830 
NS ETI SES ES SE EE ee Albers Bros. Milling Co.......... 45,599 
Wyeth, John & Brother.......... ee Re eta 294 Carrier Corp. .......-.+seseeeeeeees 153,700 
PED «oh c<cctinsh MEM Spied” sbeene sages 156 Carter Products, Inc..............-.. yr 
a a Se “aaa re 47,379 34,031 39,380 36,790 Carter Products, Inc............. 35,648 
Three-In-One Oil ............... 14,327 15,069 19,158 21,689 Feminine Products Co., Inc....... 262,961 
nn. ks oon ei apatee tS abe ee 411 366 173 Caterpillar Tractor Co............... 273,590 
Midway Chemical Co............  cceces  secees 10,560 20,726 303 Celanese Celluloid Corp.............. 148,840 
OE ere a a ee oe 175 Celotex Corporation ..............-. 271,842 
American Locomotive Co............ 157,905 207,745 55,849 ...... 242 Cessna Aircraft Co................-. 188,535 
American Meat Institute ............ 444,310 673,465 657,510 279,480 111 Champion Spark Plug Co............ 415,315 
American Mutual Liability Ins....... 114,730 95,265 60,220 _— 60,676 415 Charles of the Ritz.................. 101,141 
American Optical Co................. 214,344 106,716 38,755 9,383 401 Chef Boy-Ar-Dee Quality Foods Inc... 105,290 
American Rolling Mill Co., The...... 124,298 134,262 132,925 57,000 237 Chesebrough Mfg. Co................ 196,084 
American Safety Razor Corp.......... 393,373 177,594 20,265 3,072 306 Chicago Flexible Shaft Co..... peeeees 146,385 
American Tel. & Tel. Company...... 1,305,609 1,116,294 1,233,792 1,191,488 308 Chicago, Milw., St. Paul & Pacific.... 146,145 
American Tobacco Co................ 1,446,431 1,395,245 3,013,045 2,998,126 413 Chris-Craft Corp. ........-.+.++.++- 101,580 
American Tobacco Co............ 1,446,431 1,395,245 2,273,955 2,128,036 27 Chrysler Corp. .......-.-0+++se+eee: 1,227,515 
Amer. Cigarette & Cigar Co...... 0 ..e00. 0 ee eeee 739,090 870,090 Chrysler Corp. ...........-..++- 503,612 
American Viscose Corp.............. 111,460 74,641 185,309 247,348 Airtemp .....-. 6. esse eee e cece ees 63,610 
Anheuser-Busch, Inc. ............... 373,785 326,820 147,116 227,356 De Soto ..... eee eeeeeeeeeeeees 179,838 
I IE cs caw c cdc s vopecsec 288,215 171,677 205,684 144,794 Dodge ....-.. 2. eee eeeeeeeeeeeees 208,443 
Armour & Company ................ 1,450,734 743,340 478,411 444,682 Plymouth .......+.-eeeeeeeeeees 272,012 
Armour & Company............. 1,450,734 743,340 478,207 415,112 347 Clark Bros. Chewing Gum Co........ 130,762 
TN, cack ents odes cnch bier Peneeeie ¢ /iewaes 204 29,570 394 Clicquot Club Co.............+sesees 107,695 
Armstrong Cork Co. ..............:. 545,695 493,440 567,650 469,390 256 Clorox Chemical Co...............+. 177,209 
Associated Distributors, Inc.......... 414,031 159,513 70,972 40,491 53 Cluett, Peabody & Co., Inc........... 750,860 
Association of Amer. Railroads... .... 542,166 416,450 393,070 245,165 38 Coca-Cola Company ................ 1,009,132 
oo Oe ee es 129,986 ER a ae 5 Colgate-Palmolive-Peet Co. ......... 2,805,096 
Aviation Corporation, The ........... A CEE nein | ycades 183 Columbia Broadcasting System....... 265,908 
Axton-Fisher Tobacco Co............ 711,401 266,225 22,310 31,771 Columbia Broadcasting System... 18,766 
Baldwin Locomotive Works ......... 107,025 Renita isbaee Columbia Recording Corp........ 247,142 
Balantine, P. & Sons................ 496,960 186,579 150,995 212,548 289 Columbia Pictures Corp.............. 157,678 
Barrett Division Allied Chemical & 245 Congoleum-Nairn, Inc. .............. 184,850 
Dye Corp. ..... at eetteeeeeeeees 111,600 114,200 96,000 96,000 50 Consolidated Aircraft Corp. .......... 803,422 
Bausch & Lomb «0 es eee 204,308 86,244 10,805 40,727 SOS Continental Cam Go... occ cccccccccess 159,369 
Beech-Nut Packing Company ee 198,687 174,096 422,113 456,615 103 Continental Distilling Corp........... 444,020 
Bell Aircraft Corporation............ 155,525 94,325 53,055 12,250 354 Continental Oil Co............cceeece 126,575 
Bell & Howell Company............. 142,340 60,830 69,378 83,053 335 Coolerator Co 135,004 
Belmont Radio Corp................. Se eo eeoee 376 Cc Incorporated ............... 114,335 
Ben-Burk, Inc. See American Distilling Co. Inc. et Samra SSR eeesoebes ees ?, 
Bendix Aviation Corp................ 540,647 345,765 146,221 28,185 37 Corn: Products Refining Co........... LSet ee 
Bendix Aviation Corp............ 694,509 237,072 131,713 12,990 | 128 Corning Glass Works................ 372,149 
Bendix Marine Products Co......0 0 ....:. 0 cesses sa eeee 2,022 142 Coty, INC. ..0-.0.- se eeeeereeeeereeee 329,732 
Eclipse Machine Co.............. 1,668 1,668 1,668 1,668 408 Coyne Electrical School.............. 102,870 
Hydraulic Brake Co.............. 4,410 7,025 12,840 11,505 217 Crame Co. ......eeeeeeeeeeeeeeeeees 219,829 
8 SS rere 566,414 431,403 421,367 494,131 123 Cream -of Wheat Corp. .............. 386,725 
Og SN a Ferre 489,928 345,345 378,849 439,759 258 Crosley Corporation ................ 175,240 
Hecker H-O Corp. Cereals.......  ....-. 20,330 40,328 19,998 185 Cudahy Packing Co. ................ 256,425 
Shoe Polishes ...............+:- 76,486 65,728 2,190 34,374 196 Curtios Cam@y Co. .........000c8e00. 268,639 
Better Vision Institute, Inc........... SE, ce daad’) - pihaee 309 Curtiss-Wright Corp. ................ 145,960 
Bigelow-Sanford Carpet Co., Inc...... 137,800 122,491 255,820 275,040 238 Cutler-Hammer Co., Inc.............. 193,271 
Black & Decker Mfg. Company....... 105,910 84,425 32,000 28,000 355 Diamond T Motor Car Co............ 126,020 
Blatz Brewing ES ee 119,274 61,855 4,140 59,850 Oe” ee ie. cus 133.720 
Boeing ES ee Se 609,299 384,720 38,127 18,875 366 Diebold Safe & Lick Co ; 116 845 
Bohn Aluminum & Brass Corp........ 140,889 nn ~ est@ee -wereee ee ee eres , 
Bohn Aluminum & Brass Corp... 129,115 63,375 ......  ...... 3 Distillers Corp.-Seagrams, Ltd........ 3,462,040 
Aluminum Refiners ............. BOS cEERIE’T erence adees Seagrams & ons, Joseph E...... . 957,245 
Bon Ami Company...........-...-.. 413,893 435,086 485,023 433,937 | aeNeE INANE CO, BNE......... 20,200 
Book of the Month Club............. 278,234 214,841 210,289 155,067 | Calvert Distillers Corp........... 521,906 
8 RS 122,685 68,927 110,782 988,626 | Browne Vintners Co............. sess 
el was beece 1,038,040 1,034,486 517,908 340,122 | Carstairs Bros. Dist. Co., Inc..... 12,915 
Borden Company ............... 912,079 955,067 483,310 295,910 Frankfort Distillers, Inc.......... 1,639,444 
Borden’s Farm Prod., Fluid Milk. 4,500 5,460 6,379 9,933 | Pharma Craft Corp. ............ 304,150 
Borden’s Farm Prod.—Cheese.... 77,211 44,497 5,114 | ee ee ee ee 100,870 
Caseine Co. of America.......... 8,750 29,462 23,105 31,299 


(Continued on Page 36) 


41,439 


“ee eee 
“ee eee 


40,540 
238,982 
2,211,017 
2,211,017 
133,281 
364,792 
310,007 
54,785 
551,509 
47,480 
138,165 
617,168 
549,885 
67,283 
900,281 
128,408 
81,665 
46,743 
1,447,663 
498,617 
574,120 
243,648 
228,295 
15,353 
126,185 
261,999 
56,436 
205,563 
161,380 
27,130 
174,375 
187,575 
372,615 
54,385 
8,940 
220,199 
109,921 
23,505 
87,005 
98,766 
30,621 
4,005 
9,450 
40,190 
14,500 
121,368 
55,900 
119,771 
651,460 
774,435 
1,984,713 
248,228 
16,293 
231,935 
117,526 
116,240 
252,360 
49,118 
383,882 
119,100 
16,180 
99,920 
909,003 
369,851 
248,557 
38,432 
77,826 
389,433 
25,375 
289,035 
169,181 
160,966 
107,370 
141,355 
101,750 
2,973,851 
723,117 
45,770 
572,068 
54,045 
14,714 
1,339,117 
225,020 
91,565 


1941 
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111,720 
24,315 
165,580 
305,285 
206,755 
62,950 
35,580 
212,590 
2,457,115 
2,457,115 
108,707 
256,668 
216,338 
40,330 
375,872 
122,505 
532,998 
482,560 
50,438 
951,315 
155,775 
126,615 
29,160 
1,694,510 
493,976 
581,374 
50,866 
46,835 
4,031 
86,010 
238,087 
61,882 
176,205 
135,755 
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39,243 
23,225 
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27,286 
6,150 
3,042,059 
918,513 
3,200 
466,740 
620,396 
1,033,210 


“ee eee 


eeeee 


107,965 
821,656 
327,612 
347,950 
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3. CONSERVATION AD 


> 2. CIVILIAN MORALE AD PREPARED BY PREPARED BY LEO BURNETT 


NEWELL EMMETT 


If you couldnt get a doctor 
..What would you do? 


Joe owes his life to 


‘Temas wore romney care ie Joe's WH pow give © inte of yourself to 
row whee the Jap tember == tetp cove all af © bey Hike Joe? Now 
Govcecees cover heew whe: = fet amen, but apes and 
» TT TS erebering bow many piers of ’ L 
a ee rT) 
_— chim, fame oto oe them out and drive o truth, oy sick to it till the war ie won = 
te ay exter was, Jus wenté hove coumaruahty donate blond every reo ead 0 freight car, exevy © waltress's ‘The idle women wil bee very eaty 329- SS 
mts The oho “Y GEPHCT this winter to be like other — It's nor hard to get the ample bene nursing trey, work ine mureery, operate 
ee TS Da. bewwledgr vow need Presented for the public good pore: tee it ad soul this year! Ses. 
pene fr Rar rn oe ae op set Oued fergrmty cow. daaw WALE ie =| Vaseman tere mdes. Cannio Hens by Gane, ashen of : ! But eether *“* * =—- 
Quick, shilifel Nery docvors Center for ae appoinument sew! darters end thensaads of waren have gene of = Sureng, in which you “learn by doing”. ane tt ew) pleesent, ne! But i» wer, op ant as bonis 
Taped ples tnse jor's Wannew Teuscmson Company, tu war, These thar are here are besten than being woven package right new vow, day and eve c = 
rem et pelle hem Naas A mama ca weer ong They re planmed tor bur smothers tae BEAUTYREST shroed, fighting. ore backed wp by cur TH*TEYER Wan wonE you do, my or och pL 1 
iy 24 ie re altogether There’ 
po oy ep 4 Unances are soul be the only mune around Saves anaes teal _ » earthing. 
« thet bedewe a aaciceartapeageldierns Remember your term may have only YOU world's med comfortable mattress Rired the want ade im your home paper — te anrer yom at heme ae well, we aah yom to ery 
rr Will vow he ahle to meer the siruation shiltully te depend om. when illiness comes te ore whet war jobs there are lor women carefully, and to conarree “according te the 
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4. BLOOD DONATION AD 
PREPARED BY N. W. AYER 


5. HOME NURSING AD PREPARED BY YOUNG & RUBICAM 


Six useful ways to advertise when you have no sales problem 


 Aparrpecis the companies which normally turn __ winning the war. It serves the company by gaining pany; the third by The Hoover Company; the 
out consumer goods but which are now concen- __ the good will of people who will be its future cus- fourth by Warren Telechron Company; the fifth by 


trating on war goods. tomers. The Simmons Company; the sixth by Tubize Rayon 
These companies want to keep their names alive. Reproduced above are six different kinds of war Cet. 
They don’t want to be starting from scratch with advertising published by companies engaged pri- We are reproducing these specimens of war ad- . 
Consumers when their postwar products reach the marily in war production. vertising in the hope that they will inspire the pub- i 
market. They want to be remembered and respected. alt pe ae , iia lication of still more advertisements furthering os 
. n the opinion of the Government agencies in- ational projects which as 
: : . projects which are essential to the conduct 
ti Different companies have found different solu- volved, these advertisements have all done good of the war. 
ions to this problem. One good solution —adopted jobs in helping win the war. ; ; 
by a number of leading concerns—is to devote all, or If you would like to have full-size proofs of the 
part, of their advertising efforts to war advertisin In the opinion of the companies themselves, the advertisements reproduced above, you may obtain 
8 g . . : I 
-.. lo messages of the kind our government wants ads have done equally good jobs in fostering good them by writing the agencies who prepared the ads. r 
g g equ ) y g prepa — 
and needs today. will and contributing to favorable public relations pea 
in the future. - 


i This way of advertising, we believe, has a two- Young & Rubicam, Inc. ADVERTISING 
fold ilvantage. It serves the nation by playing an The first advertisement was published by Cater- Wew York +» Chicago + Detroit + San Francisco 


important and useful part in the overall effort of pillar Tractor Co.; the second by The Texas Com- Hollywood + Montreal + Toronto 
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Advertising Age, February 7, 1944 
(Continued from Page 34) 
Rank 1943 1942 1941 1940 Rank 1943 1942 1941 1946 
72 Doubleday, Doran & Co.............. 579,362 550,451 279,819 290,732 ey Se SS Se ckia:- edsche'". s63o00. sowed! gate ae 
Doubleday, Doran & Co.......... 233,902 127,328 128,005 20,401 Swans- Down, Calumet & Diamond 
Book League of America......... 152,240 272,043 55,323 128,905 Cryetal Galt .....ccsececececes cevees ceeeee a aveee 
SMES, osccen Sephbhe | apauas. . Sveabe 620 Swans Down, Calumet, Baker’s 
Literary Guild of America....... 193,220 151,080 92,691 139,306 Chocolate, La France & Satina. ...... 9 seseee eeeeee tenes 
Garden City Publishing Co.......  ......  ....-. 3,800 1,500 Pe EE kn ccvdésniesaes ve iwes 1,330 1,725 300 
298 Douglas Aircraft Co., Inc............. 151,227. 113,867 74,904 68,575 Baker’s Chocolate Jumbo Bar....  ...... seeeee 0 teeeee 200 
ET re 365,242 335,355 166,210 124,125 Financial Reports ............... 108 796 108 +20 
118 Drackett Products Co................ 394,582 361,495 304,578 291,562 Esc ce ccccvavanvess 97,710 53,262 48,942 8,411 
70 Du Pont de Nemours & Co., E. I....... 583,104 424,101 475,049 507,947 Snider Division ................. 157,344 91,992 36,247 19,828 
Du Pont de Nemours & Co., E. I... 168,014 125.707 177,702 219,116 ey Ee Pee 1,665,281 860,559 529,839 475,550 
Du Pont Cellophane ............ 132,360 192,215 186,700 184,000 General Mills, Inc............... 1,651,531 852,504 515,189 457,920 
re 90,545 9,881 21,604 18,620 Sperry Flour Co..............+5. 13,750 8,055 14,450 17,630 
Peters Cartridge ................ 34,594 25,613 26,712 24,292 L  GCOORIIR EOD iid oe ocsvavees 7,954,207 3,986,967 7,593,774 6,717,144 
Remington Arms Co., Inc......... 157,591 70,685 62,331 61,919 General Motors Corp............. 654,726 196,635 644,727 233,561 
391 Eagle-Picher Lead Company......... 108,790 71,100 28,620 31,454 General Motors Accept. Corp.....  ....-- se eeee 338,958 407,565 
29 Eastman Kodak Co. ................ 1,123,122 732,120 504,921 549,365 General Motors Truck Corp....... 379,298 220,140 158,355 143,700 
Eastman Kodak Co. ............. 1,112,747 716,686 489,321 549,365 AC Spark Plug Co............... 270,334 137,110 249,925 270,048 
NS eee.” Oo eee er Aeroproducts Division .......... 16,468 wie ae 
Tennessee Eastman re 10,375 pe Pea pS rr ae 349,264 441,968 bk: ae 
296 Easy Washing Machine Corp......... 152,225 27,600 56,975 30,725 Dube BROCE CO... nce cccccyes 647,241 322,082 595,517 780,382 
214 Elastic Stop Nut Corp................ 223,398 NE ee ae ee Cadillac Motor Co............... 360,288 164,705 364,126 349,223 
100 Electric Auto-Lite Co. ............... 451,894 277,740 269,480 216,954 Chevrolet Motor Co.............. 1,127,730 684,900 1,404,684 1,614,594 
Electric Auto-Lite Co............ 361,574 237,330 229,520 208,954 Delco Appliance ...............+. 130,015 21,661 71,580 ...... 
Pn Ce cceess ° S4ANNS © = «cneee  sebdan «600i ; Delco Products Corp.........++--  seeees 2,215 19,950 10,620 
BR ge er eae 40,410 39,960 8,000~ Delco-Remy Corp. .............. 205,240 148,430 175,915 184,815 
Auto-Lite Battery Corp.......... Tee Te TT ae a Sl Ree err eee rere fr OC oe oe 48,000 
S4i Blectric Boat Co.-................... ne Seteks (Ui ss¥hes Electro Motive Corp............. sssee- 8,000 223,820 ...... 
129 - Electric Service Industries........... 367,020 356,855 | ere Te Ethyl Gasoline Corp............. 514,880 372,705 625,841 404,065 
275 Electric Storage Battery Co........... 165,345 158,025 190,895 153,425 Wee TOE CORD 66 ki ks siesars 495,053 205,556 518,006 459,590 
293 Emerson Electric Mfg. Co............ OS ere 12,821 12,831 Frigidaire Division ............. ee 438,460 507,721 
rer 136,250 71,535 Gise  akewes Guide Lamp Division .......... 25,500 24,750 50,250 32,250 
392 Eureka Vacuum Cleaner Co........... ee ieee sonar 12,340 Hyatt (Precision) Bearings...... 31,470 28,425 32,605 25,890 
236 Eversharp, Inc. (Wahl Co.).......... 196,359 jie 15,940 EPO civisacecccreces s¢8nee ‘“seheee 18,500 29,370 
ES so ce peck ads as saes-eewnod 205,635 123,426 100,497 124,601 New Departure Mfg. Co.......... 68,003 47,095 82,102 74,343 
i Cs caso kaeededavewecesees 867,774 609,912 299,837 167,553 North American Aviation........ 433,690 244,969 Zia 
403 Fairbanks-Morse & Co............... 104,994 70,565 101,025 61,942 ee ee eee 552,446 318,440 643,525 688,799 
243 Fairchild Engine & Airplane Corp.... 188,395 Se |) s8eaus + Serenade POE ENOUEOD Navicsrwccsscssr sp aae 5,400 15,250 21,000 
132 Farnsworth Television & Radio Corp.. 362,060 200,744 77,440 63,915 | ee 489,931 317,325 717,820 679,608 
265 Fashion Frocks, Inc.................. 169,794 88,808 99,377 63,318 United Motors Service........... 55,250 53,750 44,275 52,000 
IS os tac win das o'ecbaws ou aed 460,020 464,735 496,910 534,790 SRB GoemePe) BOO CORB .. occ cccccscawcccss 138,034 140,513 90,076 75,753 
390 Felt & Tarrant Mfg. Co............... 110,270 145,033 141,395 127,050 General Shoe Corp. ............. 108,864 99,211 70,451 75,753 
62 Firestone Tire & Rubber Co.......... 662.771 575,500 463,445 190,660 I cacscecsasecrse | Pane 1,382 are 
Automotive Products ........... re 216,695 166,764 pS =e ere 29,170 39,920 ko ee 
oe ae” ere a 1,900 12,040 23,896 339 General Time Instruments Corp...... 134,430 155,425 179,085 153,904 
Industrial & Misc. Supplies...... 503,564 573,600 , arr po re 110,500 135,400 156,705 141,275 
ES, Es GON 6 is 6k da <ekeeehe sre oa 178,967 25,424 156,677 71,662 Thomas, Clock Co., Seth....... il 23,930 20,025 22,380 12,629 
190 Florida Citrus Commission........... 250,216 251,830 135,124 171,436 104 General Tire & Rubber Co......+..... 443,837 323,225 197,753 288,884 
305 Florists’ Teleg. Delivery Ass’n........ 147,436 119,036 118,705 113,055 168 Gerber Products Company........... 277,817 287,926 183,725 153,621 
208 Florsheim Shoe Company............ 228,135 133,220 200,470 176,007 88 Glenmore Distilleries Co., Inc........ 526,930 242,400 205,145 187,420 
Fe SE 361,442 103,271 1,703,529 2,061,344 ee ee ere 236,280 94,971 52,800 22,310 
i i ees ree 361,442 89,991 1,312,822 1,689,824 GueGen COMmORy is icc cee. 141,992 67,075 52,800 20,945 
EE ME, oc avdcivectecss ~~ eaeses 13,280 390,707 371,520 Durkee Famous Foods........... 94,288 fe errr 1,365 
344 Forstmann, Corp., Julius............. 132,023 86,395 90,490 54,900 33 Goodrich, The B. F. Company........ 1,107,695 924,365 825,738 839,006 
ee OE a ee 112,673 92,503 57,963 45,174 Goodrich, The B. F. Company... 936,886 837,390 727,381 673,325 
Foster-Milburn Co. ............. 67,470 77,716 57,963 45,174 Goodrich Footwear Division.....  ...... 2,535 30,664 32,464 
United Sales & Mfg. Co.......... 45,203 St siatie | -anbeus Hood Rubber Co., Inc............ 170,809 84,440 67,693 133,217 
Frankfort Distilleries, Inc. See Distillers Corp.-Seagrams, Ltd. 11 Goodyear Tire & Rubber Co., The.... 1,960,611 1,309,203 1,048,904 809,050 
eg ON) Ry ile. 361,067 333,618 246,666 204,788 75 Great Atlantic & Pacific Tea Co....... 566,869 810,076 626,431 418,659 
French, R. T. Company.......... 103,560 119,159 117,731 80,031 Great Atlantic & Pacific Tea Co... 548,148 715,742 480,475 274,470 
ieee, TONES COED. woos cceccces 257,507 214,459 128,935 124,757 ee ee eee 18,721 94,334 145,956 144,189 
mee pregmeur Trailer Co.......ccccccsece 205,420 176,960 154,970 126,310 Oe Ce, Te tis ies cavivdaeoess sss 106,350 100,770 96,750 96,090 
MEW ONN ME, COUT. icc sccccnccaccccs 119,595 47,900 93,055 87,920 151 Greyhound Management, Inc......... 309,312 311,056 318,997 256,728 
388 Gambarelli & Davitto............... 111,192 19,221 24,449 13,437 379 Grove Laboratories, Inc.............. 113,520 76,206 37,464 54,757 
194 General Analine & Film Corp........ 246,713 111,000 232,619 124,750 ee GH. WH, Gs ks ca ew ere dahe ssc 159,070 154,435 137,885 109,605 
Se 232,763 111,000 232,619 124,750 i a ee ree 180,451 174,429 155,585 158,023 
a eee RRR ee eee SES Henmiliten Wetek Co. .icrcsisccccscns 210,567 111,000 167,745 152,880 
4 General Electric Company........... 2,856,648 2,208,981 2,352,901 2,105,881 274 Hammermill Paper Co............... 165,552 155,302 156,481 164,635 
General Electric Company....... 2,526,968 1,913,598 1,986,061 1,786,018 193 Hancock, John, Mut. Life Ins. Co..... 248,320 163,000 183,960 204,132 
Hotpoint Appliances—Edison-Gen. 295 Hansen’s Chr. Laboratory Inc......... 153,545 41,312 22,338 19,833 
SE I GOON ce ve acia's's ones. 258,930 222,158 292,090 266,472 395 Hart Schaffner & Marx.............. 107,672 100,593 108,183 95,800 
Warren Telechron Co............ 70,750 73,225 74,750 53,391 300 Hartford Fire, Accident & Indem. Co.. 150,320 146,580 136,760 94,975 
Re 2,774,843 2,156,380 2,186,058 1,646,472 367 Hat Corporation of America.......... 116,574 139,779 143,563 152,334 
Baker’s Chocolate & Cocoa.......  ...... 30,300 155,990 164,075 188 Hawaiian Pineapple Co............... 251,572 253,095 323,105 415,436 
i ae FicsCectsicheis #atene” VEeeee *° cee ees 15,194 Healthaids, Inc. See Serutan Company 
Bird’s Eye Frosted Foods........ 447,110 496,660 368,020 277,550 OR. Gy er ie Sk g 868 6d eeN ede cee es 896,248 1,237,477 1,326,556 1,496,061 
Calumet Baking Powder......... 31,320 29,450 9,487 21,271 337 Hercules Powder Co................. 134,815 109,754 32,821 31,355 
A eer ee ee 82,005 50,300 98,460 160,296 ee ee 198,862 170,414 144,934 122,964 
Diamond Crystal Salt............ 22,090 16,619 16,485 12,616 Ee ee ee 127,925 104,060 112,225 67,855 
RAP iie takki eded sé ~ saeeRE sabbES- Sdee ee wsevicc Bae) BOOOUES CHO a6 icc cc eivicisssrce’ 163,925 146,920 216,782 167,450 
Grape-Nuts Flakes ............. 32,550 ae J ctheeas “ wewuns 193 Bormei, Geo. A., & CO....5 cc ccccscse 266,061 234,124 296,828 423,433 
Ceeeeieneesem, GONG nNUe WOOO... 8 icices «s cvdcns 3 «—§ssasvose sav once Hotpoint Appliances. See Gen. Electric Co. 
kh. cedieee 8 8 xebadds. vevsive 9 avbevss 281 Houbigant Sales Corp........ see. 159,525 127,606 140,134 83,705 
Grape-Nuts Flakes & Grape-Nuts Ee 5 IRE Nie iik cis da b:6 hase aan 139,700 110,749 117,210 156,440 
tee tcee « Sadia  ~eeded <6eed  weoanse ph Me a rr -.+. 844,021 300,169 259,654 337,712 
Cae tisvihestabick. Aewads  hapude S00ce0  vsabeo 368 Hudson Motor Car Company......... 116,500 15,500 209,803 442,047 
ES A ee ee ree 285,846 118,784 211,563 7,257 145 Hudson Products (Wernet) .......... 317,665 236,281 166,601 163,026 
Jell-O-Ice Cream Mix & Powder. ...... -eeeee cannes 38,963 170 Hygienic Products Co................ 275,528 244,345 251,603 249,545 
Jell-O Puddings ................ 132,506 85,555 ae.  w#6bace 28 International Cellucotton Prod. Co.... 1,203,378 1,062,272 1,264,731 1,236,030 
OD DOOM ccc cictccssccs §«seeces § sbscee sesece ssvece 260 International Correspondence Schools. 174,852 180,051 155,759 155,619 
Jell-O Jell-O Puddings.......... 57,000 BERR 8 = tcteee 8 8— ss eses 171 International Harvester Co., Inc....... 273,980 239,945 537,853 554,852 
La France & Satina.............. 138,160 105,160 ree 409 International Nickel Company, Inc.... 102,760 53,530 116,291 85,246 
ee Soe Pen Jesters | —“seeeee”  ‘seeaes 0 ere 135 International Shoe Co................ 356,206 371,267 332,431 134,543 
Log Cabin Syrup .........--26+5 seeeee teens 26,285 96,030 | 141 International Silver Co............... 332,437 177,380 446,120 346,496 
Maxwell House Coffee........... 154,200 121,195 262,545 187,653 | 246 Interwoven Stocking Co.............. 184,371 139,704 204,778 133,049 
Minute Tapioca ................. 40,387 118,353 95,542 92,656 389 Jantzen Knitting Mills............... 111,126 72,545 101,325 90,727 
Oe TUM BONO cccccccscscncce secees sesves 44,160 ~—........... 12 Jergens-Woodbury .................. 1,877,318 1,305,486 1,300,324 1,038,706 
es. keke 1 aedeede  Soades  béeber  saanes Jergens, Andrew Co.............. 703,898 572,519 578,007 360,796 
errr ees. se ae ese chs Shake - lieteaee ' “stents ‘sheved Woodbury, John H., Inc.......... 1,173,420 732,967 722,317 677,910 
PE chao bab den beenecceene 161,345 Seer Pe ee ‘ 85 Johnson & Johnson.................. 539,472 275,253 296,029 336,640 
DP Cciccdhsctwheense « 32,550 18,000 325,820 192,986 Johnson & Johnson.............. 366,969 226,095 183,408 336,640 
EE AEs dee '7s 6dadb a0 Ch oa nie 316,496 73,200 27,425 45,155 | Industrial Tape Corp............. 172,503 49,158 112,621 —_ 
ES i Or eT yt oe eee 326,606 310,959 291,379 250,330 291 Jones & Lamson Machine Co......... 155,795 ee. rasteee tiene 
6 oar bile ad 4% 6 2.0 d:0;0 96 43,595 36,010 46,040 54,781 336 Jones & Laughlin Steel Corp......... 134,935 121,910 106,200 74,500 
Swans Down Cake Flour......... 215,915 154,540 are (Continued on Next Page) 
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1943 

Kaufmann Bros. & Bondy, Inc........ 173,660 
pk a A errs 219,729 
pO a eee er eee 1,231,270 
Kelly-Springfield Tire Co............ 102,500 
iy Re PER EE RELL CPT 390,245 

0 CESAR Se eee eerie 75,877 

abe hbo) bao oS 314,368 
KimpereoCiere COP. wc i i ccs ccces 134,140 
gh ee 248,783 
po ee ere eee 304,402 
TE SE Soe erar ees inesk fe seeses 128,635 
LAWS COMME isicc ice ssc cevsien 1,751,127 

Lambert Pharmacal Co........... 1,441,519 


Pro-Phy-Lac-Tic Brush Co....... 309,608 


ro le Ge eee reer 1,279,899 
Po 1,060,025 
Cailler, Peter, Kohler, Swiss Choc- 

ie SP PEe eT ere Terre 219,874 

re eT ESET eee ee 135,286 

Lehn & Fink Products Corp.......... 1,114,943 

LM BG ES 5 Koad ccd esees 102,589 

Lever Brothers Company............ 2,453,087 


Libby-Owens-Ford Glass Co.......... 131,749 


Libby-Owens-Ford Glass Co...... 89,986 
Plaskon Company, Inc........... 41,763 
Libby, McNeill & Libby.............. 987,991 
Liberty Mutual Insurance Co......... 164,295 
Fe ees eee eee 266,356 
Liggett & Myers Tobacco Co......... 1,826,073 
LApOE, TROUIER Pig BMCic sce cisiccess 702,787 
Laptem,. TROWNS Ji, BNC... 6650260 227,450 
Continental Foods, Inc........... 475,337 
Lockheed Aircraft Corp.............. 490,487 


Lockheed Aircraft Corp.......... 252,139 


Wee. MOORE GRR. occ ccc oe tcees 238,348 
Longines-Wittnauer Watch Co........ 118,600 
Loose-Wiles Biscuit Co.............. 345,617 
Ra aa tipo p:6 ed's <a ata dasceae 713,241 
Ei ETT ho os oes cbs roadesian 192,545 


Louden Packing Co.—See Standard Brands. 


eo a Pe errr 254,845 
I -. cc baséasasecadesss 142,000 
Macmillan Petroleum Corp. ......... 169,555 
Be Se re reer rer 162,800 
Manhattan Soap Co. ...... caseekens 144,680 
ME SKCRA SE SACRA Dee aK eae 179,658 
BE eee eer ee 277,875 
I a s cae kee bbe 8 8 ha 130,930 
re eee eee 228,075 
EE BI gcc oa veecnsevsede 107,145 
McDonnell Aircraft Corp............. 103,949 
McKesson & Robbins, Inc............ 420,391 

McKesson & Robbins, Inc........ 345,517 

SS. SaPPrrrrrrerir es 74,874 
McQuay-Norris Mfg. Co.............. 145,948 
REO. COMME onc ckcciccccaceccs 969,262 
eee 104,583 
Metro-Goldwyn-Mayer ............. 725,237 
Metropolitan Life Insurance Co....... 924,230 
PE BS 4665.04 065s 6050s OdK 0068 132,632 
Miles Laboratories, Inc. ............. 251,235 
Minneapolis-Honeywell Regulator Co. 227,405 
Minnesota Mining & Mfg. Co......... 176,802 
Minnesota Valley Canning Co......... 431,330 
Monsanto Chemical Co.........sse06 341,517 
Montgomery Ward & Co.............. 137,279 
BETO, GO GE CGbi cc iccescctaseres 158,015 
Morris, Philip & Co., Ltd., Inc........ 1,497,643 
PN Gh 6 aos eee ea awe 168,210 


Youngstown Sheet & Tube Co.... 10,570 


Youngstown Pressed Steel Div.... 157,640 
SE SO. S564 cer esencsecevss 139,801 
Mutual Life Insurance Co............ 144,680 
Nash-Kelvinator COE. ......cccseses 1,086,610 

Eee ET eer e TT eT eee 

EE TER TTS COPPER OCT OM CT 

Nash-Kelvinator Corp. .......... 1,086,610 
National Association of Motor Bus 

EES caidoawe esac Cones SH a8 Ue he 118,885 
PO SE GN, soo canes vc tecawes 880,448 
National Dairy Products Corp......... 929,409 

National Dairy Products ........ 401,559 

Brett Cheese Corp. 2.0. ccccccees 527,850 

PEE GES cba ceccicsesssecs | ewenen 
National Distillers Products Corp..... 1,833,290 
National Lead Company.............. 100,800 
EET TC TERT C LTT LETeee 273,039 
New York Central System............ 239,370 
Northern Pacific Railway............ 150,915 
Northern Paper Mills .........ssces0 167,974 
Nostnrup AIMCPAE, TC. .cccccscscces 232,807 
Northwestern Mutual Life Ins. Co..... 108,060 
Norwich Pharmacal Company ....... 397,728 
Noxzema Chemical Co. .............. 112,344 
CO I Es hn 660% bn 0 cd O00 eeees ewe 313,208 
| ETT CTT TCC CELLET TET 113,620 
Outboard Motors Corp. ............. 240,624 

Outboard Motors Corp. .......... 124,338 

Johnson Motor Division ......... 116,286 
Qwens-Corning Fiberglas Corp....... 144,675 
Owens-Illinois Glass Co.............. 494,467 

Owens-Illinois Glass Co.......... 439,537 

Re GHRED GOs evcncacescccces 54,930 
PE Midis dabscadchtinnsseeee 538,718 
PE ib bbhe deen kee renneneees 421,735 
Packard Master Cae Ce... cc cccccccces 309,838 
Paectats Tar BORD, EMC... wccepcccsics 149,260 
FR I cok cae eeakessnsaenancae 151,902 


1942 
188,898 
194,304 
1,566,606 
19,125 
324,416 
70,219 
254,197 
159,882 
2,700 
273,789 
93,377 
1,585,272 
1,372,409 
212,863 
1,303,432 
1,076,261 


227,171 
92,204 
731,091 
97,585 
2,943,408 
141,435 
118,635 
22,800 
574,375 
179,306 
110,475 
1,581,371 
278,744 
129,986 
148,758 
389,485 
376,670 
12,815 
94,671 
359,424 
740,715 
169,953 


191,855 
93,380 
139,245 
40,303 
77,890 
188,120 


514,076 
73,935 
560,035 
969,020 
2,853 
83,766 
161,420 
91,870 
341,705 


ee eee 


31,115 


“#8 eee 


1,309,224 
141,450 
171,645 

87,435 
60,046 
8,128 
50,669 
99,500 
265,340 
117,216 
256,084 
150,898 
73,435 
32,902 
40,533 
126,904 
486,497 
445,772 
40,725 
343,881 
190,390 
186,045 
96,020 
69,096 


ee 
ee ae 


(Continued from Preceding Page) 


1941 
72,595 
105,188 
1,534,470 
69,000 
247,202 
53,763 
193,439 
143,445 
383,126 
90,548 
1,694,113 
1,543,285 
150,828 
1,252,404 
1,103,824 


148,580 
76,286 
626,724 
101,354 
1,468,329 
152,745 
133,545 
19,200 
350,407 
123,640 
174,670 
1,542,193 
74,984 
24,984 
50,000 
226,565 
226,565 
88,962 
298,459 
588,208 
206,767 


184,173 


166,929 


296,684 
228,464 
68,220 
6,825 
204,795 
61,819 
452,501 
1,074,425 


559,965 


ee eee 


613,916 
1,156,896 
17,900 
1,092,456 
46,540 


“ee eee 


1940 
54,000 
78,554 

1,506,711 
69,000 

210,828 
43,654 
167,174 
107,985 
466,543 
17,788 

1,355,504 

1,293,419 
62,085 

1,417,352 

1,267,837 


149,515 
65,621 
614,664 
72,591 
2,135,520 
127,147 
112,747 
14,400 
487,533 
105,409 
156,682 
1,851,832 


160,338 


152,166 


see eee 


“ee eee 


236,761 
222,758 
14,003 
42,505 
124,692 
62,748 
574,919 
1,057,758 
134,759 
90,590 
131,374 
335,155 
66,831 
2,547 
119,508 
459,005 


51,270 
1,082,675 
779,155 
303,520 


845,832 
984,127 
17,475 
922,366 
44,286 


Rank 1943 
153 Pan American Airways System....... 307,426 
235 Pan American Coffee Bureau........ 196,675 
99 Paramount Pictures, Inc.’............ 457,331 
407 Parfums Schiaparelli ................ 102,925 
me. & |. Rey rere 469,115 
Park & Tilford Import Corp...... 360,899 
oe ey See eo 0 Le 45,576 
EE, Si dcuratedeecacna de 62,640 
ee gk 548,171 
169 Penick & Ford, Ltd., Inc.............. 276,560 
110 Pennsylvania Railroad .............. 418,094 
8 ee ee ee 166,875 
oe. a 115,080 
Pepper, Jas. E. & Co., Inc. See Schenley Distillers 
a. .. 2 ao re ee 169,205 
Bae * SO IES 5 os bees cn dcicaccsani 383,090 
Te MO, SGN cae CS Ss'on hice e os 553,040 
ee re 141,305 
385 Perfect Circle Company.............. 112,250 
97 Personal Products Corp............... 468,435 
93 Philco Radio & Television Corp....... 491,740 
225 Phillips-Jones Corp. ................ 208,693 
114 Pillsbury Flour Mills Co............. 413,608 
Pillsbury Flour Mills Co.......... 400,253 
Globe Grain & Milling Co........ 13,355 
406 Piper Airereft Gores... cc cccccsccces 104,559 
187 Pittsburgh Plate Glass Company...... 253,614 
230 Polk Miller Products Corp............ 205,111 
2 Procter & Gamble Company.......... 4,676,014 
105 Prudential Ins. Co. of America....... 431,795 
TO] Pullen COMMON 2... ice tcescds 451,325 
81 Quaker Oats Company............... 546,951 
Quaker Oats Company........... 509,809 
NE. PO IR cctde ceeded  -caeesn 
Quaker Oats Co. Ken-L-Products 
PD “hevad ld sekhs kien ek ends 37,142 
338 Quaker State Oil Refining Corp....... 134,725 
52 Radio Corporation of America........ 762,303 
Radio Corporation of America.... 180,789 
BCA, COMMUNICATIONS 2... ccc ccc | basses 
Se es Mea ons cet eos kb aries 566,114 
National Broadcasting Co......... 15,400 
160 Railway Express Agency, Inc......... 282,850 
65 Ralston Purina Company............. 625,229 
365 Reichhold Chemicals, Inc............. 117,490 
eB a ee ee ee ee 256,550 
301 Remington Rand, Inc................. 149,405 
Remington Rand, Inc............. 149,405 
General Shaver Division.........  ...... 
382 Republic Pictures Corp............... 112,768 
288 Republic Steel Corporation........... 157,785 
155 Revere Copper and Brass, Inc........ 301,470 
144 Revlon Products Corp................ 321,373 
8 Reynolds, R. J., Tobacco Co........... 2,458,466 
250 Riggio Tobacco Corp................. 180,439 
232 R. K. O. Radio Pictures.............. 202,391 
SiG -ROMr AWGTOES COPD ica c cc isc ccices 101,345 
322 Royal Lace Paper Works............. 140,007 
280 Royal Typewriter Co., Inc............ 159,835 
363 Rubinstein, Helene «.....cccccceccces 118,388 
7h Gatewhy Stores, INE... . 0. kccccccccce 580,185 
SOE We eM hi Bh tec dalec¥éuceys 146,380 
7 Schenley Distillers Corporation....... 2,735,137 
Schenley Distillers Corporation... 2,040,625 
Schenley Import Corp............ 95,056 
Pepper, Jas; B. & Co. Ine... .6080 | scwose 
ee ee 155,317 
Bernheim Distilling Co., Inc...... 224,977 
Oldtyme Distillers Corp.......... 219,162 
See . CO Gioia 50's 8 vend sanececae 210,616 
61 Schlitz, Jos., Brewing Co............. 674,536 
SOE. Bee Bes i hb ches sacs evas decd 248,984 
371 Scott, E. H., Radio Laboratories, Inc... 116,080 
GS Seott Paper Compeany,.......s.ccsesce 628,077 
172 Seiberling Rubber Co................ 273,680 
me Tee er rere ee 216,000 
ee * a Se, iy I kn ens.ce aes Dkedenacd 288,135 
SE SOU GD o.oo as oe Fe vee nrdeccs 141,787 
Serutan COMMONY 2. iccccccscce 100,620 
FS eee 41,167 
284 Seven-Up Company ................. 158,645 
AGB. GORE, Ws A. POE COi ec ccccccsvice 278,693 
Sheaffer, W. A. Pen Co........... 278,693 
MD PD MNS Ss eheaes ch bveane | cee 
311 Shefford Cheese Co., Inc.............. 145,400 
fe Cg ee ee 710,104 
eee MONE Cee GEA Sc ccacevces.  eenes 
EE SE Oe Vinkeicad hee xe ndetun 710,104 
Fe eee errr Te ae 
92 Sherwin-Williams Co. ............... 493,983 
Sherwin-Williams Co. ........... 493,794 
Acme White Lead & Color Wks... 189 
Fe IR eee ee rr eee 325,521 
248 Simmons Company ....ccccccccccccs 180,600 
152 Singer Sewing Machine Co........... 308,813 
259 Smith, L. C. & Corona Type., Inc..... 174,928 
23 Socony-Vacuum Oil Co., Inc.......... 1,293,099 
279 Somerset Importers, Ltd............. 160,798 
Bee. MD GI has s been ees we ccsccc 165,830 
ie Ee > ee 206,465 
215 Sparks-Withington Company ........ 223,130 
420 Spencer Corset Company, Inc......... 100,055 
317 Sperry Gyroscope Co., Inc............ 142,250 
ee I Re ceba ded ci tees idesice cad 126,978 
ae es GP so née ceccwtcvsesé 393,024 
Squibb, E. R. & Sons............. 261,656 
RE, EL bine kSed sa danwdsacs 131,368 


(Continued on Next Page) 


Bae 
1942 1941 
274,894 201,019 
121,676 162,030 
366,824 379,649 
44,100 44,210 
305,167 208,494 
219,004 139,544 
32,613 23,650 
53,550 45,300 
487,227 388,502 
239,561 222,463 
293,653 194,795 
154,175 214,745 
28,685 8,505 

Corp. 
109,690 104,420 
386,502 213,720 
507,312 434,152 
137,765 125,075 
140,442 80,150 
461,542 490,974 
585,811 618,384 
168,755 91,935 
396,857 269,867 
387,902 266,087 
8,955 3,780 
60,485 44,215 
180,110 258,150 
161,716 128,392 
5,392,611 3,587,524 
430,355 361,080 
444,705 452,051 
440,586 505,611 
424,940 445,988 
15,646 59,623 
209,154 178,955 
435,407 433,962 
19,035 26,180 
46,600 ...... 
369,772 404,340 
eae 3,442 
165,155 93,185 
428,142 570,581 
eee 
124,550 26,144 
51,924 421,178 
26,274 90,117 
25,650 331,061 
28,263 12,625 
148,550 103,500 
233,205 189,328 
125,190 139,163 
2,092,282 2,134,718 
130,050 127,102 
97,562 163,937 
n°? eenats 
89,786 83,396 
199,912 295,973 
82,667 116,323 
661,910 545,720 
140,167 154,747 
1,418,786 1,182,079 
1,090,415 996,739 
eee 
a 
233,082 175,512 
20,481 9,828 
239,327 166,048 
314,475 444,270 
189,813 170,136 
27,225 12,650 
715,803 608,424 
20,950 47,500 
70,750 85,700 
200,463 318,451 
97,948 2,500 
a. .iver 
96,494 2,500 
5,166 738 
276,845 312,140 
276,845 305,640 
ee 6,500 
34,400 18,656 
432,421 505,477 
ee 3,770 
432,421 501,707 
271,700 9,665 
270,340 3,350 
1,360 6,315 
277,737 263,177 
228,595 512,180 
153,195 226,035 
229,194 213,704 
1,141,326 1,267,002 
225,330 324,919 
139,495 95,452 
70,268 134,598 
55,300 42,290 
107,460 116,019 
370,886 369,981 
230,175 231,820 
140,711 138,161 


244,813 
366,685 
19,945 


“se eee 


100,125 
146,547 


2,171,637 


— 


37,658 
77,497 


33,170 


277,398 


359,884 
5,008 
354,876 


,190,756 


21,061 


829,800 
693,474 
136,326 


an Rg 
a - 


ea ree 
‘i adele 


Po ., 
err 
aw 


: Sel ee ee ee LE x 
Rank 1940 Perr eee 
263 157,465 oe | he epee 
218 200,059 a 
26 222,631 sis, 

a 41,845 RY 
121 195,747 7 
125,095 . 
23,750 Be 
340 46,902 ae 
192 200 
154 125,955 ae 
350 155,505 ce 
” 200,430 sy 
24 75,630 — 
238,141 la 
562,806 i 
138,878 a 
334 88,345 i 
32 440,464 rns, 
410 594,292 cilia 
9 7,155 os studenislol 
345 182,876 
182,016 ere aeks 
860 oe aN Ty 
40 29,328 i a 
276 183,890 Reese 
181 1773 __—_—— 
14 2,645,921 a 
58 48,104 351,955 a oe 
48,104 369,085 . | 
sas eae 573,776 __. 
94 87,625 488,554 ae 
ee 87,625 85,222 : m 
362 74,777 inne . 
137 141,580 
55 128,811 p — i 
| 186 — 335,365 — = 
318 eae 11,375 a oe 
266 101,525 57,595 6,265 * a 
278 17,176 16,484 637,679 ae: 
312 116,830 19,215 14,400 ree x 

251 417 136 8,265 . a 

}. 167 159,724 79,383 47,548 160,267  —— 
346 47,550 134,462 75,155 80,978 __—_— 
209 114,593 [EM 158,568 792,289 i ‘ 
106 Le ee — ~~ 
109 324,797 P| es atl 

275,952 : ite 3 
48,845 | ae 
310 ibaa pe - 
41 = i a 
(it eae te 
54 81,842 —™= 
43 229.348 a. 
342 tonnes 129,654 Ee 
189 32,083 427,819 ; 
210 93,585 117,779 a 
257 173,154 1,421,562 a 
106 358,425 1,188,804 7m a 
139 206,805 134,335 sted oe 
330 8,215 29,129 100,572 oe 
286 151,792 156,132 os oten : 
19 1,352,582 823,070 96,887 4 
268 35,723 48,028 ...... 35,299 oe 
a =~ seeees seeeee 132,635 ee 
35,723 48,028 ...... 400,056 en 
324 124,015 103,905 99,803 162,747 - 
313 142,975 72,000 14,536 a | 
34 338,840 794,115 741,090 aa 
— 72,700 — 
307,725 234,150 | eee 
a 8 Tos. Site 238,104 ee 
361 — a 
81,767 ios aT cesese ' : 
45 765,275 ‘ence 
42 411,378 wee 
| 51,382 298,398 
| 345,921 | 
14,075 21,000 
13 836,316 884,951 sepatt 
418 143,693 148,200 , 
174 62,573 39,269 p . 
198 139,770 35,017 
299 26,429 23,826 aie 
269 re gchaks 71,960 
205 OE suas 69,995 
393 88,200 94,700 1,965 
116 229,709 194,362 203,278 
oe 137,622 176,510 481,885 lz 
47 206,230 193,099 193,650 - 
378 348,504 340,682 231,734 a 
197 139,596 . 179,785 | iT 
94,158 85,586 | 253,819 
45,438 94,199 76,017 
314 130,224 75,863 151,093 ; 
91 491,471 265,860 | 
434,946 222,610 114,403 _.. 
56,525 43,250 cae ies 
86 334,369 257,137 sass tliat 
. 108 73,115 36,835 _ 
150 591,077 622,210 - 
| 302 44,871 6,196 - ; 
297 ee. xaseaa es : 
3 gn to 
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Advert 
(Continued from Preceding Page) 
Rank 1943 1942 1941 1940 Rank 1943 1942 1941 1946 ek 
52a Standard Brands Incorporated....... 754,236 1,078,334 2,111,489 1,715,822 270 U.S. Playing Card Co................ 167,733 149,400 123,180 55,710 1 G 
rr ee | tices’: ooweme > = maehee « icokcae@ee 74 United States Rubber Co............. 567,949 639,253 1,217,201 684,193 
Chase & Sanborn Coffee......... 9 «..... 188 332,860 390,407 Automotive Products ............ 122,310 191,755 218,840 162,550 
C. & S. Tender Leaf Tea......... ...-.. 7,880 58,330 87,220 Clothing & Shoes................ 94,914 121,098 409,546 360,771 
Fleischmann’s Dry Gins, etc...... 141,265 143,535 324,165 320,889 Household & Sporting Goods.....  ...... 31,600 33,549 16,200 
Fleischmann’s Yeast ............. 261,348 229,038 656,114 464,313 Industrial Products ............. 317,390 247,520 306,955 144,672 
ee, 1c. 2 keene” 86 eee. oe! wae EE Se ee es Po ee eam ee ea 
Royal Baking Powder ........... 9 «--+- 144,225 247,928 203,920 SE re 33,335 47,280 248,311  ....., 
kk eae: | Wadebh .~ Mmbees dese 73 United States Steel Corporation....... 569,911 587,998 389,177 246,023 
Royal Gelatin Desserts .......... «++: 60,080 154,330 121,965 United States Steel Corp......... 483,676 467,118 283,037 188,565 
ek a ene nek eee 79,995 a Cyclone Fence Co................ 42,235 51,555 44,115 35,959 
i REN SRS sa ee 124,425 175,110 122,980 American Steel & Wire Co........ 44,000 60,325 59,675 20,900 
Ee ee ee eee we || @edaaeere™ Beda Pe  ieek aia ieseces 8 eeeke,  <anwal 2,350 1,499 
"Vitamin Products ............... ee eee Pe oe eee ee  .*  ceuiidet” tobe oa 
Louden Packing Co.............. 262,119 288,218 133,442 4,128 351 United States Tobacco Co............ 128,040 : veebities kaise 
219 Standard Oil Co. of New Jersey...... 219,112 168,849 193,854 11,400 264 Upjohn Company ..................: 171,000 = 117,295 ! ae 
Standard Oil of N. J............. 6,830 5,880 13,325 11,400 255 Van Camp Sea Food Co., Inc......... 178,789 20,456 137,188 119,596 
EE Aceh ee daeks 500000 46,934 23,580 aes 89 Vick Chemical Company............. 509,380 276,300 306,361 226,062 
Stanco-Medicinal ............... 163,148 138,209 141,587  ...... Vick Chemical Company ........ 180,090 185,120 185,140 151,788 
Stanco-Daggett & Ramsdell......  ...... 1,180 ere McKelvy, Alfred D. Co........... 133,184 35,489 37,528 9,023 
Colonial Beacon Oil Co...........  . aadeee 6: peh eee!) deetdé Prince Matchabelli Perf., Inc..... 37,430 24,310 At) ee 
ids sis dab dibecses 226,900 206,100 194,100 138,612 Vitamins Plus, Inc............... 158,676 31,381 67,946 65,251 
372 Stein, A. & Company................ 166,030 103,931 71,266 93,945 SOD WHR COUR. a ciisisteccncscsccsecs. 179,288 178,735 107,442 125,540 93 G 
39 Sterling Drug Incorporated........... 1,002,805 946,444 734,332 706,466 Vultee Aircraft Co., Inc. See Consolidated Vultee Aircraft. 
RS os cine ewiesees 234,282 68,505 3,120 9,420 30 Walker, Hiram & Sons, Inc........... 1,121,273 672,120 904,570 811,874 
ee ae.” eee.) new eben’: adeene~. aeoewe Walker, Hiram & Sons, Inc....... 942,120 592,095 814,860 649,722 
Es a Laie vin gs” laa: \-. bakabk-->°\, dekabe- ./ daawes Gooderham & Worts, Ltd......... 139,660 80,025 29,780 =... 1G 
Centaur Company .............. 306,195 528,485 524,521 526,822 Tagtee, W. Ay B Co... .6csecs..ee. 39,493 ix... . 59,930 162,152 45 G 
rr inns Pe, occars | deeaes  tendlad-. Seaben 315 Wallace Silversmiths ................ 144,555 113,020 81,665 60,025 40 # 
ih ai ge i ce & “Skee errr 872,915 538,825 508,255 284,490 6 I 
See ere 98,373 59,630 61,746 41,909 165 Warner Brothers Pictures, Inc........ 278,537 247,651 111,589 119,805 13 hh 
cn ibsdévetves  satedh?iashens. | tewess 12,455 252 Warner & Swasey..........-..+++++. 179,375 155,835 74,602 69,204 50 J 
I a ms 66 Warren, Northam Corp............... 616,221 537,385 464,923 538,854 ” L 
Phillips, Chas. H. Chemical Co.... 198,735 185,743 143,905 114,820 87 Weco Products Co...........ccssesees 529,411 220,754 183,510 243,917 
ee ee ciées . dhe bas rong 369 Wellington Sears Co................-. 116,159 121,380 107,260 98,575 
NO een cic etic cces 165,220 91,769 1,040 1,040 OE Fee 106,293 110,400 76,625 67,735 
ene RE yh 195 Wesson Oil & Snowdrift Sales Co..... 244,465 305,132 159,925 183,178 
327 Stetson, John B., Co...............05. 138,121 117,453 137,790 125,175 126 Western Cartridge Co............-.-. 379,126 148,067 125,470 107,238 
140 Stewart-Warner Corp. .............. 336,815 229,245 380,900 333,443 Western Cartridge Co............ 154,695 47,604 49,281 48,527 
Stewart-Warner Corp. .......... 164,215 175,940 192,650 90,693 Winchester Repeating Arms Co... 188,256 83,435 59,991 50,906 
SI ae 172,600 53,305 188,250 242,750 Bond Electric Corp............... 36,175 17,028 16,198 7,805 
185a Stokely Brothers & Co., Inc.......... 255,810 296,174 133,186 136,295 107 Western Electric Co. Sesveananhnpecses 425,613 230,847 232,435 180,720 
Stokely Bros. & Co.............5. 74,925 155,260 65,955 96,475 18 Westinghouse Electric & Mfg. Co..... 1,597,501 1,187,348 468,873 767,552 
meee Sree Beeeees TOON Corp... ssivdc coerce  eavess 3,330 Westinghouse Elec. & Mfg. Co.... 893,821 640,663 25,755 139,214 : 
’ : Domestic Appliance Division..... 418,285 375,335 328,326 552,148 | 
OPT ore 180,885 140,914 67,231 36,490 ee ; 
Westinghouse Lamp Division..... 103,320 79,580 83,262 67,850 | 
RS 183,060 103,200 67,915 62,141 FI t Lighti 156.550 91.770 31530 8340 | 
49 Studebaker Corporation ............. 820,038 358,520 707,320 684,245 aan , , Rank 
’ ie 4 ’ EE sa ciS enn ekka os 00-5) re eee 
370 Sun Maid Raisin Growers Ass’n...... 116,110 24,500 54,145 56,303 Westinghouse Radio Stations, Inc 9.600 ee: 139 A 
203 Sylvania Electric Products, Inc........ 234,600 131,795 67,707 53,245 196 White Motor Co...........sssee- ’ ... 242,665 219,280 109,300 112,705 110 A 
16 Swift & Company................... 1,740,249 1,024,195 1,397,949 1,317,265 Whitehall Pharmacal Co., Inc. See American Home Products. ; , 6 A 
sc cckbcapetencese's 232,343 130,831 135,381 87,264 164 Whitman, Stephen F., & Son, Inc..... 278,565 221,477 239,920 242,825 
31 Texas Company ............eeseeees 1,115,586 926,197 1,233,759 1,158,174 Ce 8 Ee eee 209,898 152,767 100,494 86,985 
Texas Company ................ 850,961 838,287 918,539 908,899 323 Willard Storage Battery Co........... 139,960 77,880 88,890 107,980 
Indian Refining Co............... 264,625 87,910 315,220 249,275 199 Williams, The J. B. Co..............-- 239,193 239,043 238,699 138,195 
333 Thompson Products, Inc.............. 135,365 14,043 | erat Williams, The J. B. Co........... 239,193 239,043 236,211 117,744 
226 Tide Water Associated Oil Co......... 206,610 187,700 110,150 149,578 TROPPO, TRB. csccccsesccnses § sesane aaseee 2,488 20,451 
402 Timken Roller Bearing Co............ 105,175 125,135 167,675 150,045 60 Willys-Overland Motors, Inc......... 676,982 260,273 14,500 107,500 
239 Travelers’ Insurance Company....... 193,210 165,815 173,945 190,530 304 Wilson & Company................6. 147,490 104,442 57,914 25,707 
162 Twentieth Century Fox Film Corp.... 279,399 243,419 125,750 143,045 343 Wilson Sporting Goods Co............ 132,615 88,410 20,375 42,255 
412 Underwood Elliott Fisher Co......... 102,295 98,129 147,837 95,916 381 Window Shade Institute of America... 112,860 = 72,415 w..... ss ss 
59 Union Carbide & Carbon Corp........ 697,623 519,750 427,723 616,502 157 Wine Advisory BOOTG. 0. ccscccvccces 288,928 294,249 311,402 254,633 
Union Carbide & Carbon Corp.... 252,599 20,958 1,700 950 146 Wise, Wm. i Pca ckedwaseba kes se 314,457 299,728 435,758 313,307 
Bakelite Corporation ............ 34,870 52,377 23,530 28,860 Lp eg le ne a eo eet ee ee LEE Es 
: ’ j ¢ . National Educational Alliance.... 111,706 52,135 153,945 32,843 43 A 
National Carbon Co., Inc......... 384,799 387,121 397,793 581,892 , : ; ‘ ; ; 53 A 
: Nat. Aeronautics Council, Inc..... 43,840 11,296 7,280 119,441 
Carbide & Carbon Chem. Corp.... 25,355 59,294 4,700 4,800 ' { ¥ ; 7 A 
: : : , 130 Yardley & Co., Ltd.............0+- ... 865,920 360,330 305,575 301,430 
149 Union Pacific Railroad .............. 310,473 147,199 167,005 143,603 a r , f ; 
. 7g , , , ’ 373 York Ice Machinery Corp............ 115,320 104,455 92,870 63,925 
re ee deads os sedens 184,970 106,490 107,375 121,445 204 Young, W. F., Inc 233.261 225.735 267.300 287.709 
216 United Artists Corp.................. 221,075 124,208 69,395 163,113 124 Zenith Radio Corp................... 384,210 125,953 117,994 98,901 9 A 
United Brewers Indus. Foundation. See Brewing Industry Foundation. 148 Zonite Products Corp..............-. 310,798 241,535 223,220 185,374 25 
136 U.S. Army Recruiting Service....... 347,134 216,908 116,104 22,610 Total $100,000 Advertisers 1943—$178,824,206. 17 E 
262 U.S. Fidelity & Guarantee Co......... SE eed ROE. eta Total Magazine Advertising 1943—$232,061,971. 4 : 
58 FE 
> ° . 133 E 
eading Farm Faper vertisers in 7 
118 FE 
7. - 1 
The 50 Leaders with Comparisons for 1942, 1941, 1940 7 I 
An Exclusive Advertising Age Compilation Based on Records of 122 ¢ 
Publishers’ Information Bureau, Inc. 91 C 
Rank 194319421941 1940 Rank 1943 = :1942s«1941 «1940 = * 
16 Allis-Chalmers Mfg. Co. ............. $ 197,145 $ 203,881 $ 159,383 $ 102,148 Ford, Wm. Tractor Sales Co...... 89,585 62,574 284,261 124,534 . 
34 American Tel. and Tel. Company..... 121,967 = 107,283 = 99,420 110,855 12 General Electric Co. ............00:- 229,600 71,258 28,143. ...... 
46 Armour and Company............... 91,624 36,963 21,791 = 21,165 General Electric Co. ............ 190,900 71,258 ...... esse 48 ¢ 
Armour and Company........... 57,288 36,059 21,023 21,067 Edison G 1 Electric Applian 45 C 
Armour Fertilizer Works......... 34,336 904 768 98 aa ee jac 
22 Association of American Railroads.... 163,644 133,096 132,679 109,235 C0., ENC. ....++4- veeeeeeeeeses a a > ¢ 
37 Bristol-Myers Company Pe Se, ee 109,296 118,432 91,512 15,900 2 General Foods Corporation ascteeeesers 468,372 426,125 595,024 506,180 56 ; 
5S Case, J. I. Company................. 308,112 144,470 146,754 101,813 Baker’s Cocoanut .........--0-++ 0 ( seeees teeeee  teeees 10,128 0 ¢ 
29 Champion Spark Plug Co............. 139,787 134,015 115,852 113,513 Calumet Baking Powder......... 116,638 93,438 35,025 56,979 125 ¢ 
e 30 Chrysler Corporation ............... 132,094 7,057 262,610 354,922 ES; US ReDaRenhes Rides sede 34,001 21,114 39,610 46,098 127 ¢ 
Chrysler Corporation ............ en:  aitube ©. iiekue- Geases Ss ieathaks Weer, Fh dwksas ods 63,400 36,400 43,200 15,450 8 ¢ 
Dodge Motor Co. ..............4. 42,669 7,057 108,594 132,891 ER EME cc dcncecess.-deeeee seeade . cubase... he- ae 14 ¢ 
Plymouth Motor Ta: ddelcsbacuces | ere ee 154,016 222,031 Minute Tapioca ................. 11,075 51,033 46,455 44 560 54 
27 Consolidated Aircraft BP law Seseeses DE = spneee” » “dpweas ~ “eewene Post Bran Flakes................ 84,906 107,342 106,560 72.110 1 ¢ 
49 Continental Oil Company............ 88,428 79,651 77,392 76,898 Post Toasties 140.600 A 115 ¢ 
47 Corn Products Refining Co........... 91,023 51,916 58,028 54,341 SE scp ae a ae ei aia 2 3 850 5 300 84.092 14( 332 
41 Dairy Association Co., Inc............ 96,347 78,724 62,622 Ps Sk. Ce ~aewe.  , Seh ‘ . y 121 
A). Bees & Com Ee axGs hawies svc dbedavecesss 29,150 26,500 31,800 31,800 C 
SD parehietseese oe 111,220 50,586 172,407 137,281 © 104 51 ¢ 
18 DuPont de Nemours, E. I., & Co. Inc.. 193,141 124,636 84,519 86,387 > setae ea EE cae 8s Ce ll ¢ 
DuPont de Nemours, E. I. & Co.. 80,168 64,731 24,618 20,492 Swans Down Cake Flour......... 39,929 | Brrr ey ae +48 105 | 
Remington Arms Co. ............ 73,718 34,243 34,330 38,656 4 General Mills, Inc. pe Py ae ee 358,572 213,385 191,276 134 36 106 | 
Peters Cartridge Co. ............ 39,255 25,662 25,571 27,239 re re 181,210 147,069 143,810 88 813 136} 
8 Firestone Tire & Rubber Co.......... 279,711 210,333 265,838 244,097 Sperry Flour Co...............++. 7,176 15,239 11,416 10.089 61 1 
ae 8 dt rrrerrrrrr rrr rere 157,785 80,693 551,230 450,305 Larrowe Milling Co. ............ 170,186 51,077 36,050 35.466 96 
Ford Motor Co. ..............--. 68,200 18,119 266,969 325,771 (Continued on Next Page) 97 
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Adv rtising Age, February 7, 1944 
(Continued from Preceding Page) 
Rank 1943 1942 1941 1940 Rank 1943 1942 1941 
1 General Motors Corp..:..........+... 1,340,318 609,875 903,901 803,512 ee A ye re reer 130,515 34,951 3,862 
Divisions: 20 Minneapolis-Moline Powet Imp. Co... 180,497 76,546 115,651 
Pa QP 142,753 69,225 109,657 106,366 44 Morris, Philip & Co., Ltd., Inc........ 92,300 61,200 35,700 
Delco Appliance ................ 37,876 28,536 9,379 18,233 = & 8: QAf5R eee, eer 96,083 102,837 82,241 
Rn 0553.6 64.0.5860.4004 59% 38,333 37,770 54,026 35,830 Oe * GS Co 4 oka bs 4 oR aE oon e¥o4 95,994 47,702 44,590 
a re ere rae 90,800 56,100 61,600 64,760 38 Pillsbury Flour Mills Co.............. 106,255 131,711 87,220 
Pe folsvbhastatiaviss  S60bea i &s0cke-. ~. wee eae 4,620 ee. ee ea a bore bs a kas eae ee 111,458 68,806 40,164 
Subsidiaries: OD Ge ee ee aos bcd be aeccaad 89,179 87,723 54,641 
General Motors Acceptance Corp. ......  —.. «ss 70,023 21,160 D es I UE ov nsec cts cceeter 250,093 115,517 76,136 
General Motors Sales Corp.: 15 Republic Steel Corporation........... 201,669 2 - éaentews 
Buick Motor Division............ 121,874 61,258 14,200 16,276 3 Reynolds, R. J., Tobacco Co........... 432,170 418,986 372,246 
Co ee Se OWN oes | ede — sapahe . Sheaek -— aeeme Be Te ie es ES cau cchy caer aders 243,357 137,816 ee é 
Chevrolet Motor Co. .......5c0005 205,461 120,760 225,465 239,513 32 Socony-Vacuum Oil Co., Inc.......... 130,544 96,509 84,836 71,173 
Diesel Engine Division .......... See. . kaveve Ree 1,588 26 Standard Brands, Inc. .............. 147,070 140,236 ot ae 
pp Be er ee 37,778 41,210 Fleischmann’s Yeast ............. 147,070 140,236 Zones 0 A kee 
Oldsmobile Division ............ 98,212 31,689 36,611 60,426 28 Standard Oil Company (Indiana)..... 143,042 126,413 124,567 123,699 
Pontiac Motor Division .......... 54,697 68,422 61,115 27,366 19 Studebaker Corporation, The ........ 186,543 61,529 155,776 68,584 
Affiliated Companies: Ba I ns ook sc caked 08 Se 238,059 180,247 155,395 153,388 
Hers GROIIO COPD. . ww ccc cccee 178,687 108,796 117,355 111,700 WE IG ses bh pa bebe Rese «0 ds 238,059 180,247 79,445 68,878 
General Motors Truck Corp........ 13,945 22,219 23,892 21,842 Ps EO ee esse Semen -. feaeee > 75,950 84,510 
Yellow Truck & Coach Mfg. Co..... 1249380 ......  ceecee  cvvces 21 Union Carbide & Carbon Corp........ 175,650 92,214 92,960 111,251 
General Motors Corp... . 0.20000 69,700 5,100 82,800 32,190 Union Carbide & Carbon Corp.... Gee. ‘sasviae Steue  Soeee 
Te COON Be a Oca side ha vicissees 162,412 159,870 155,443 189,767 Carbide & Carbon Chemicals Corp. ...... 430 eo iar 
NG OO ee ere 125,276 140,186 109,020 146,666 National Carbon Co. ............ 92,850 91,784 91,520 111,251 
Goodrich Footwear Division...... ...... sw saeee 23,496 21,936 39 United States Rubber Co. ............ 105,208 65,229 . aaa 
Hood Rubber Co., Inc............ 37,136 19,684 22,927 21,165 14 United States Steel Corp.............. 204,583 183,463 103,603 96,308 
7 Goodyear Tire & Rubber Co., The.... 303,325 147,654 213,946 190,947 31 Western Cartridge Co. .............. 130,735 64,131 ee 
ee Ce en EY cent eclipsed padaddee be es 92,160 107,779 ieee Western Cartridge Co. ........... 18,936 26,239 ry 
> TORR, Se, Ge Gos Bias hic acca cscs. 102,963 45,007 40,177 34,937 Winchester Repeating Arms Co... 74,560 26,713 ar 
6 International Harvester Co., Inc....... 306,609 447,762 387,282 534,999 BORE Biecwtie COP. 2... cs cceess 37,239 11,179 ee” oaeleaten 
13 International Nickel Co., Inc.......... nt ~iences |. weeake. ” (anes 25 Westinghouse Electric & Mfg. Co...... 153,100 67,650 tee 
50 Johnson & Johnson ..............+.. 85,799 49,680 53,396 58,928 Total 50 Advertisers—$9,926,432. 
17 Lever Brothers Company............. T95,450 183,879 131,178 117,417 Total Farm Papers 1943—$14,164,656. 
Leadi Radio Adverti in 1943 
Companies Spending More Than $100,000 on NBC, CBS, MBS and 
Blue Networks with Comparative Time Costs for 1942, 1941 and 1940 
An Exclusive Advertising Age Compilation Based on Records of 
Publishers’ Information Bureau, Inc. 
Rank 1943 1942 1941 1940 Rank 1943 1942 1941 1940 
ee ee SN bo ie csectadeetveses $ 119,072 $ 57,517 $ 196,056 $ 217,778 ee BE Ss ooo dea kod bc seeles 991,236 763,987 531,374 104,982 
ns A SO. Se apanen edd bv deews ous 246,397 arr ee ee 144 Employer’s Group, The.............. See wweans © eobtac! ~ Sane 
6 American Home Products Co......... 4,689,015 4,018,313 3,700,373 2,821,739 50 Eversharp, Inc. ......--...sseeeeeeee 752,695 668,557 570,802 231,403 
RENE PHOGRT Ciiiicciicccscs — veeuc. 187,530 288,951 368,818 55 Firestone Tire & Rubber Co.......... 704,508 602,404 521,136 492,842 
SES | aera mavésd éndwuceneines 2,449,165 2,229,073 1,781,990 1,076,707 32 Fitch, F. W. Co............seeeeeeees 1,033,452  655,343° 655,617 515,393 
Anacin, Benefax ................ Pe es = BR Be ere eC Teer eer 2,497,845 1,193,531 904,054 944,638 
ai secretes TN Pa ean sana, see nh, wseche ‘aeekaic, -( qomaetd ee 8 eee re Teer 473,291 492,835 455,409 343,681 
SE ees Ben eae 474,978 330,594 149,200 376,738 BO G@eOrel MeOCIe CO... ccc ccsccwese 2,016,867 1,348,923 593,424 525,796 
OS err eer tee 163,807 8,275 89,623 208,615 2 General Foods Corporation........... 8,487,435 7,854,668 7,189,761 5,887,349 
SE Es Dcececcssccas. dupsee weanea 210,128 101,545 Including: 
Dt: cctaths beehiekeinde seats 785,026 810,453 737,853 430,080 Diamond Crystal Salt............ 222,390 ot hp ell 72,890 
Se CE OR ni wicccess «seeees . “ts0gse  -eumbee 25,574 GORO THUD cccccccccccsccsccses  stease 472,320 . 777,210 861,135 
Biystic Lalorateries, Ime.......262 sesess  sesece 25,362 31,529 Grape Nuts & Grape Nuts Flakes. 451,270 190,298 257,893 91,500 
TEND GEE GR cccccncces aweece seeeee  snkeen 68,794 Grape Nuts Wheatmeal.......... ee) eee eee 
Wyeth Chemical Co.............. 477,218 224,554 190,001 133,339 Grape Nuts Flakes & Grape Nuts 
Whitehall Pharmacal Co., Inc..... 8,764 227,834 rs PD swaenddcheap es dadv ct 1,520,620 | eee 
143. American Oil Company.............. 103,356 125,714 436,662 472,713 FORO oiccccccccccecrccsessccccs 329,760 677,115 956,088 695,414 
53 American Tel. & Tel. Co.............. 711,228 674,129 609,476 406,308 JeU-O Puddings ........ccceeses  cesese sevens 56,088 307,479 
+ Amoeriean Tepeeds COs... .cccccccess 4,206,745 2,988,044 2,754,714 2,270,213 La France & Satina.............. 486,643 511,321 332,233 288,858 
American Tobacco Co............ 2,966,685 2,802,639 2,755,714 2,270,213 Maxwell House Coffee........... 600,490 566,263 935,828 683,254 
American Cigaret & Cigar Co..... 1,240,060 185,405 ...... sss... Mimute TAQHOCR .....ccccccccccee soveee  seeves 199,468 192,280 
80 Armstrong Cork Co..........secsee8. 387,528 372,308 ee Post Bran Flakes................ 4,120 118,051 756,700 649,996 
BS ree 1,441,301 1,192,685 802,141 618,964 Post’s 40% Bran Flakes.......... 1,228,861 821,253 ...... sees 
117 Ballantine, P., & Sons...............- 220,191 165,020 109,164  ...... Post Toasties ..............00s+- 816,228 1,145,234 694,438 327,908 
130 Ballard & Ballard Co................ Berra, errr ie FOUN ccc ciscsseecccnicssies 654,254 659,839 259,510 241,914 
66 Barbasol Company ...........ccscee. 543,360 136,474 Ss | 3— and eee MD ncn sebsenedeescsdsasavene 250,597 478,342 564,209 488,381 
58 Bayuk Cigars, Inc...............0.+-- 670,230 973,074 786,316 510,948 Sanka, Jello, Jello Pudding....... in Sent ae 
133 Benson & Hedges...............++5. 137,943 See © Wentew  ecawes Swans Down & Calumet......... 509,497 611,787 540,135 986,340 
A Mh Se cddabeseneysadadaecee A i ee ee Calumet Swans Down Bakers 
, dcasck ba tevesénereasens 211,287 211,142 186,681 135,567 Chocolate-La France & Satina.. ...... 182,318 4,706 =... ae 
3D Bristol-Myers Co. ...ccccccccccccces 2,053,606 1,525,728 1,112,213 1,077,176 Swans Down Diamond Crystal 
17 Brown & Williamson Tobacco Corp... 2,125,058 2,250,292 2,250,292 2,856,059 See CG esiwictkbyeess 3  acseve  ~ arian ere 
122 California Fruit Growers Exchange.. 187,429 457,223 497,107 348,363 WEES TIOWR DOE occ casicidcss «cowards 13,674 i 
me Comin Bie. Gn osc s ccccccscdedcss 369,331 340,521 398,531 371,042 COED ces pocccceccccsccccessvece 190,080 ~—........... i). rer 
me COME GD Gis occas cicccedcscce 1,540,680 2,858,829 3,770,291 4,044,389 Baker’s Chocolate & Cocoa....... 330,885 332,658 NN errr 
CUM 6552-06 0 dssdecceseuss 572,208 602,064 607,931 726,051 Post’s Raisin Bran............... 153,754 .. aaa 
GI GR. 5. cctacccaccocses 572,208 553,536 562,123 651,852 Calumet Baking Powder.........  ...... ee ere 
Albers Bros. Milling Co.......... 9 ....+- 48,528 45,808 74,199 Bird’s Eye Frosted Foods......... Sen ~<" webabe® | \'sdgebo... onbtina 
48 Carter Products, Inc.............+.:: 760,564 630,718 347,080 ....... G Gamer Bi Bins cecsccvcccsccces 5,430,370 4,328,881 3,456,337 3,139,652 
45 Celanese Corp. of America........... ere Including: 
141 Chef-Boy-Ar-Dee Food Prod. Co...... ee ee ee ee General Billie, Ine... ....iccicvcss 5,372,770 4,292,269 3,290,093 3,016,203 
59 Chesebrough Mfg. Co.............-+-. 643,755 506,772 479,813 415,345 Sperry Flour Co................. 57,600 36,612 166,244 123,449 
56 Chrysler i cs ce Gh sauna eset 697,724 603,039 1,118,569 986,049 40 General Motore CoOrp.......cccccccsse 835,884 Se < aiegee —kenene 
Oe. Cities MRUNND Cis ocscccsccccccceces 528,900 532,739 500,178 626,104 Including: 
125 Clark Chewing Gum Co.............. a = =—s casnas . anbeka” 6 Shae’ General Motors Corp............ 385,030 433,741) www, ee ae 
ee CIM TN Be Oa tieacibtserecreveess 153,435 78,057 66,129 ...... Chevrolet Dealers .............. | eee a Pe 
8 Coca-Cola Company ............++.: 4,028,011 1,838,631 889,106 44,510 72 Gillette Safety Razor Co............. 517,332 649,750 428,275 428,875 
14 Colgate-Palmolive-Peet ............. 2,485,467 3,273,540 5,353,719 4,334,222 44 Goodrich, B. F. Co..............000.: TOREED . .steves . enabe ._cmedbe 
54 Continental Baking Co., Inc.......... 705,421 502,964 403,690 908,404 82 Goodyear Tire & Rubber Co.......... See aa eee 
77 Corn Products Refining Co........... ee ‘eee “Sisués- °° éemeas 23 Gospel Broadcasting Ass’n........... 1,566,132 1,064,936 653,027 402,232 
115 Council on Candy as Food in the 85 Grove Laboratories, Inc.............. 418,586 334,674 260,805 188,280 
We re Fe Rey 47 re SE Se ON nO ci nkaocdae kecdes 524,230 538,944 494,203 459,113 
121 Cream of Wheat Corp................ 188,868 113,716 29,5838 ...... 98 Hall Brothers, Inc.................... 335,076 221,511 162,511 63,328 
51 Cudahy Packing Co., The............ 741,131 592,800 550,766 463,939 EN GE, Gonnccdesesvesseuced” 4untaas 21,810 See Serutan Co. 
111 Curtiss Candy Co..............++20:- 246,139 186,187 129,605  ...... 4% A Rei | Satara ae 
105 Detroit Bible Class.................- 270,371 101,014 | ee 102 International Silver Co............... 298,310 250,318 312,865 302,000 
106 Dubonnet Corp. ..............000000. ee ee oe a 26 Jergens-Woodbury Co. .............. 1,414,177 1,157,339 1,060,274 1,033,807 
136 Duffy-Mott Company ............-+. tn ..- sietes  athien  - kpetve Jergens, Andrew Co.............. 282,725 280,204 247,388 279,068 
61 Du Pont de Nemours, E. I., & Co...... 608,400 552,761 526,860 370,524 Woodbury, John H. Inc........... 1,131,452 877,135 812,886 754,739 
% F ectric Companies Adv. Program..... ED: i Aiea 2 eee, Ye alee 37 Johns-Manville Corp. ............... 865,233 854,538 a eee 
97 Elgin National Watch Co............. 337,106 48,212 44,468 ...... (Continued on Next Page) 
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1942 1941 1940 


Rank 


1943 1942 1941 1940 
112 Johnson & Johnson..........:...... 239,949 245,313 eee 73 Sinclair Oil Refining Co.............. ee 185,864 
46 ‘Johnson, S. C. & Son, Inc............. 779,960 752,788 721,543 633,512 Se ig veka ws cndsceaevecces 199,114 160,267 136,849 49 506 
TC bedesy > oes spiiaed ooseee 2,293,884 Ree eee 60 Skinner & Eddy Corp................ 615,263 ae 
i PE Bs sess veces tenenencess 779,568 598,416 573,752 554,899 28 Socony Vacuum Oil Co., Inc.......... 1,364,481 Se 
142 Langendorf Bakeries ................ 109,800 Tee - otexcs. -..aweeas 49 Squibb, E. R., & Sons................ 754,384 663,846 620,416 5,061 
84 Lehn & Fink Products Co.............  .“cciekn  . aeaoms 221,424 eS EE 310,969 112,522 see Healthaids 
Hinds Honey & Almond Cream... 341,493  ...... se eueee 221,424 BP Ce ID 66.3 hoc dads cscsccecss 2,618,422 1,738,700 1,229,706 1,504,199 
ee ee > ree Chase & Sanborn Coffee......... 965,483 497,798 489,888 437,916 
4 Lever Brothers Company............ 5,794,570 5,004,731 4,499,837 3,171,074 Chase & Sanborn Tender Leaf Tea 145,436 269,166 439,150 469 623 
eS OE Eee ty eee ree 1,209,531 871,670 919,448 957,354 Fleischmann’s Yeast ............ 595,756 632,095 252,648 354,812 
9 Liggett & Myers Tobacco Co......... 4,021,620 3,699,765 3,729,897 3,356,713 Royal Baking Powder & Desserts. 569,371 294,006 48,020 241,848 
92 Lockheed Aircraft Corp.............. 358,939 DE —4egeen > . | edness i tad see des  “smiee S5:3B0 .  .sase + ean 
PEO OOOPT ET TT OTT TEE TTT 249,664 .eceene perapes Enriched White Bread........... a geseat: i, swawes. sb» aa 
A ee er er 1,093,818 535,259 151,112 545,738 Chase & Sanborn Coffee & Royal 
113 Los Angeles Soap Co................ 235,109 123,489 are PEE. KdbGR eed Geass taped dens rere 
104 Lumbermens Mutual Casualty Co..... 279,396 RRS Chase & Sanborn Coffee & Stams. 103,440 3 ......  ceccee seen, 
78 Lutheran Laymen’s League.......... 477,730 175,935 157,390 127,465 132 Standard Oil of California............ 139,119 Sy are 68,580 
99 Mail Pouch Tobacco Co.............. 330,696 a... iia . Weegee eB eee ere 7,666,626 7,703,555 6,992,342 5,974,999 
119 Mennen Company ................+.. 206,232 69,004 198,876 146,354 BG Gs SS aide racwecasecsets 1,635,487 1,743,748 1,570,476 1,250,886 
138 Metro-Goldwyn-Mayer .............. Ee - Nediie . denhie: ~ at@enis Shine cc téccaceteccned Laas 8,500 396,482 349,079 
10 Miles Laboratories, Inc............... 3,806,722 2,846,252 2,346,963 1,393,382 BE, WONG Gia is viive swims ices 1,100,758 1,185,161 1,110,008 941,418 
131 Minneapolis-Honeywell Reg. Co...... 141,676 0 a ae ee Mulsified Oil Shampoo Co........ 119,671 O°! eee 54,926 
18 Morris, Philip & Co., Ltd., Inc........ 2,117,715 1,962,554 1,755,950 1,608,211 Phillips Chemical Co............. 2,225,191 1,780,831 1,689,300 1,470,412 
RS ee eres 185,214 98,079 23,275 45,600 EE Tn neice cei be ceed aces ne 246,956 a. eee 
27 National Dairy Products Corp......... 1,405,815 1,983,729 1,692,135 1,497,639 ED Gs Os BR. peicccsvessace 1,388,949 1,504,700 1,369,518 1,128,420 
National Dairy Products Corp..... 421,802 833,391 491,200 504,445 Cummer Products Co. ........... 949,614 911,490 856,558 779,858 
Kraft Cheese Corp............... 984,013 1,150,338 1,200,935 993,194 EE eens. conbesvesssces. mein nt 8=—«ss hades: _ anocl 
Se CS Bees ae ei vicowecesce (ee eae “ates ee ee a 840,267 841,128 829,778 676,712 
31 Owens-Illinois Glass Co.............. SE. cee. | veda | 2s bess 140 Sweets Company of America......... 0 Zee es ee 
GB Pablet Sales CO... ... cc ccscccccvccees 536,555 19,326 ree ih. \crttnede ces eadegveeees 985,227 482,988 256,717 6,791 
83 Pacific Coast Borax Co............... 452,219 500,475 489,809 318,096 129 Tetley, Joseph & Co., Inc............. 144,624 ir ae, 
i i Ch Ces biereceetcorsevess 490,899 213,723 BACT acces re 1,626,056 1,432,535 1,782,271 1,029,709 
i Pr oh, SUD cis cwoedecescawes 728,748 628,212 583,320 624,910 i ee tins akin es edie sess 6 486,292 447,926 90,219 ._—i«......... 
38 Pet Milk Sales Corporation.......... 858,095 887,963 753,139 713,883 135 Trimount Clothing Co., The.......... 133,576 136,828 70,344 
Be «POUL Witte COMMANT.... ce cccccccceee ae aie - skdans 289960 42 United States Rubber Co............. | rr ae 
62 Philco Radio & Television Corp....... 591,819 RR ee 81 United States Tobacco Co............ 472,512 466,707 433,716 400,103 
128 Planters Nut & Chocolate Co......... 150,162 101,184 ee kg Be eee Te eee eee 822,037 582,965 186,325 29,543 
1 Procter & Gamble Company, The..... 10,825,222 8,904,887 9,401,353 10,999,416 79 Voice of Prophecy, Inc............... a ee ee ee 
64 Prudential Ins. Co. of America....... 574,697 489,419 651,477 724,655 74 Wander Company, The .............. 503,332 457,201 415,253 554,285 
i Cs ds wale ote 004 dle ss ep be 531,896 510,560 428,976 357,703 87 Warner, William R., & Co., Inc....... 402,426 221,213 194,106 209,034 
21 Quaker Oats Company............... 1,717,251 615,681 498,811 955,756 107 Welch Grape Juice Co., The.......... 260,467 272,974 234,858 246,721 
103 Radio Corporation of America........ Nt ee ee ee eee “> S” Pa 172.387 28.065 
11 Reynolds, R. Pe ‘2 Se ee 3,420,894 2,767,893 2,324,677 2,127,609 89 Wesson Oil & Snowdrift Sales Co. 393.990 53.376 45.360 48.924 
86 Richfield Oil Corp..............--..+- 414,955 527,517 406,707 398,525 67 Westinghouse Electric & Mia. Co... 537,402 24,576 
33 Schenley Distillers Corp.............. 1,025,726 111,667 GRRE hiccss g © S X0..... AIS s tees 503,592 
Schenley Import Corp.....--..--. 527,736 ee wee 109 Wheeling Steel Corp. i dak eae We 66 247,068 213,681 193,256 123,356 
ee ee ee ecen ee: . sueawa ee 57 White LM@DOTAtOries, INC. .......000005 677,131 447,057 353,570 94,265 
116 Schutter Candy Company............ PE) ees Oe 101 Williams, e & Se eee 310,648 341,430 222,718 328,861 
me Member, , B., Ene....... sec ccrcceses 919,438 438,917 274,791 51,395 95 Williamson Candy Co. ............... 350,216 325,000 193,098 16,224 
es idea vidneceese ee 12 Wrigley, Wm., Jr., Co........... ..+.. 2,657,483 2,462,069 1,470,860 1,368,224 
i Se a SS = Se 356,636 ne  tiagen “etwede 88 Young Peoples Church of the Air..... 395,431 275,563 71,293 ce eeee 
137 Sherwin-Williams Co., The .......... 129,831 175,016 199,399 250,376 63 Zonite Products Corp. ............... 583,556 161,408 90,046... ass 
Sherwin-Williams Co. ........... 129,831 131,892 171,171 162,504 Total $100,000 Advertisers 1943—$148,359,955. 
Acme White Lead & Color Works. ....... 43,124 28,228 87,872 Total Radio Advertising 1943—$152,643,877. 
Top 35 Advertisers During 1943 on the Basis of Expenditures in Magazines and Farm 
Papers and on Network Radio 
An Exclusive Advertising Age Compilation Based on Records of 
Publishers’ Information Bureau, Inc. 
Rank Advertiser Magazines Radio Farm Papers’ Total Rank Advertiser Magazines Radio Farm Papers Total 
9 American Home Products Corp.... $1,042,902 $4,689,015 $...... $5,731,917 Ok rere ere 1,231,270 2,293,884 ...... 3,525,154 
33 American Tel. & Tel. Corp........ 1,305,609 711,228 121,967 2,138,804 eg ee rs re 2,453,087 5,794,570 195,450 8,443,107 
10 American Tobacco Co............ 1,446,431 4,206,745  ...... 5,653,176 8 Liggett & Myers Tobacco Co...... 1,826,073 4,021,620 ....... 5,847,693 
14 Bristol-Myers Co. .............. 2,204,119 2,053,606 109,296 4,367,021 15 Miles Laboratories .............. 251,235 3,806,722 ........ 4,057,957 
29 Brown & Williamson Tobacco 31 National Dairy Products Corp..... 929,409 1,405,815  ...... 2,335,224 
EPP A Pr rere ey Eee - | Eek) ee 2,512,186 Eo Re ee GP GR ks ee hictives. 1,497,643 2,117,715 92,300 3,707,658 
24 Campbell Soup Co............... 127i 218. TEGO civics 2,811,895 1 Procter & Gamble Co............ 4,676,014 10,825,222 ...... 15,501,236 
Oe Se ee eee 1,227,515 697,724 132,094 2,057,333 Oe Se EN Ns vido ccncdeccccs 546,951 1,717,251 89,179 2,353,381 
BB COGRHCONR CO. wn ccc cc ccccsscees 1,009,132 4,028,011  ...... 5,037,143 7 R. J. Reynolds Tobacco Co....... 2,458,466 3,420,894 432,170 6,311,530 
11 Colgate-Palmolive-Peet Co. ..... 2,805,096 2,485,467 ...... 5,290,563 16 Schenley Distillers Corp.......... 2,735,137 1,025,726  ...... 3,760,863 
19 Distillers Corp.—Seagrams ...... Gee. eaeenwr™ -s0ckds 3,462,040 25 Socony-Vacuum Oil Co........... 1,293,099 1,364,481 130,544 2,788,124 
og Eo ere 361,442 2,497,845 157,785 3,017,072 20 Standard Brands ... 2... cccccccdn 664,732 2,618,422 147,070 3,430,224 
12 General Electric Co.............. 2,856,648 2,016,867 229,600 5,103,115 EEE nds tasccedadakions 1,002,805 7,666,626 ...... 8,669,431 
2 General Foods Corp.............. 2,774,843 8,487,435 468,372 11,730,650 ee EIGEN cade ksh es de¥anbnd Kes 1,740,249 ya 2,725,476 
oe eee 1,665,281 5,430,370 358,572 7,454,223 we GE eee eee 1,115,586 1,626,056 238,059 2,979,701 
3 General Motors Corp............. 7,954,207 835,884 1,340,318 10,130,409 32 Westinghouse Elec. & Mfg. Co..... 1,597,501 537,402 153,100 2,288,003 
Oe Oe ee a errr ree ee 1,107,695 784,298 162,412 2,054,405 me. Wes Weiser JP. CO... cccvccecdas 44,954 2,657,483 ...... 2,702,437 
26 Goodyear Tire & Rubber Co...... 1,960,611 462,384 303,325 2,726,320 aaa 
21 Jergens-Woodbury .............. 1,877,318 Fo) eee 3,291,495 | WE dss eA deeds Chesaeees $62,783,443 $98,351,910 $4,861,613 $165,996,966 
2 won. Handled entirely from a : 2 
Ad Club P r actices local angle, the series is, in effect, Issues Ad Rate Guide P utM anagement in no har areal a 
a plea for the free enterprise sys-|_ The 1944 “Advertisers Rate and 


What It Preaches 
—It Advertises 


Milwaukee, Feb. 2.— Adopting 
the theory that it’s a wise doctor 
who takes his own medicine, the 
Milwaukee Advertising Club has 
initiated a series of six 1,000-line 
advertisements, under its own sig- 
nature, in the Milwaukee Sentinel, 
to tell “advertising’s wartime 
story.” 

This it does in convincing 
fashion, directing its appeal to 
consumers instead of to executives 
and buyers of advertising. Ad- 
dressed to “Milwaukeans at home 
and abroad” by “creators and pro- 
ducers of advertising,” the series 
tells of advertising’s part in mak- 
ing possible the very materials of 
war and of advertising’s role in 
providing jobs when the war is 


tem “which will make American 
business growth and prosperity 
possible for many years to come.” 

The project was made possible 
without cost to the club. George 
F. Weber, Milwaukee Transporta- 
tion Advertising, donated the 
newspaper space and other mem- 
bers and organizations they rep- 
resent prepared the copy, layouts, 
artwork, plates, composition and 
electros. 


Jewelry’ Names Two 


Dodd Coster, formerly advertis- 
ing manager of Automotive Mer- 
chandising and more recently with 
the War Department, has been 
appointed advertising manager of 
Jewelry, New York. Arthur Mer- 
ritt, formerly with the New York 
Times, has joined the eastern ad- 
vertising staff of Jewelry. 


Data Guide,” published by E. H. 
Brown Advertising Agency, Chi- 
cago, is available to advertisers 
without charge. The 52- page 
booklet lists rates, circulation, and 
closing and issuance dates of 
numerous publications and news- 
paper display and roto sections. 
Also tabulated are radio time rates 
and wattage of larger stations and 
principal networks, classified ad 
information on leading newspapers 
and data on shopping newspapers 
and transit advertising. 


Pierson to Luxor 


Marie Pierson, formerly assist- 
ant merchandise manager of the 
cosmetic and toilet goods section 
of Carson, Pirie, Scott & Co., Chi- 
cago department store, has joined 
Luxor Ltd., Chicago toilet goods 
manufacturer, as a product and 
package stylist. 


‘Driver's Seat,’ 
Urges Richberg 


New York, Feb. 2.—A warning 
that business management should 
be “in the driver’s seat” and that 
labor leaders should not run the 
business machine if control of in- 
dustry is inevitable in the postwar 
period, was issued here last night 
by Donald R. Richberg, Washing- 
ton attorney and co-author of the 
Railway Labor Act, speaking on 
the first of 11 weekly forums com- 
prising a “Post-Graduate Course 
for Sales Executives,” given by 
Sales Executives Club of New 
York in cooperation with the Com- 
mittee for Economic Development. 

Many business men, he said, 
advocate free enterprise as an 
alternative, but these “champions” 


izations and free markets must be 
protected by government as 4 
necessary part of preserving the 
freedom of private enterprise. It 
is necessary, he added, to remem- 
ber and to apply the principle thet 
the freedom of one man can be 
assured only by restraints imposed 
upon other men. 

“A necessary part of any pro- 
gram to protect the freedom of 
business management and to re- 
store free enterprise in the post- 
war period must be such govern- 
mental control of labor relations 
as will insure the freedom of !abor 
and management; and also such 
governmental control of produc- 
tion and price policies as wi!! in 
sure the freedom of competition 
and the preservation of free ™ar- 
kets for the protection of consum~ 
ers,” Mr. Richberg told the sales 
executives. 
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What do women talk about? You'd be surprised. Not only about living costs 
in which they have a special interest from holding the purse strings and 
spending most of the family income. World events, politics, people in the 
news, what’s going on in Washington—you'll find the women in towns 
and small cities well-informed because they read PATHFINDER. It’s a 
news weekly that interests the whole family. 


America’s oldest news weekly, is edited expressly for the sixty percent 
of all Americans who live in communities of less than 25,000—the bigger 
part of the nation who spend their money in Main Street’s retail stores. 
Under FARM JOURNAL management, PATHFINDER’S old printing plant 
has been scrapped and the magazine put on the fastest presses in the country, 
to provide the utmost in editorial timeliness and high quality printing. 


Until now, our towns and small cities have been the least satisfactorily 
covered by advertising. Yet in those localities are half of the country’s retail 
outlets, and there is 48 percent of the national expenditure for consumer 
goods. Presentation of the facts about the re-created PATHFINDER has 


brought a large volume of orders from foremost national advertisers. 


PATHFINDER offers one of the most direct and effective means of 
reaching America’s richest potential market. 


PATHFINDER 


News Weekly from the Nation’s Capital 


PATHFINDER BLDG. WASHINGTON, D. C. 
ADVERTISING OFFICES: GRAHAM PATTERSON, Publisher 
Philadelphia oo a a 230 West Washington Square " 
Washington, D. C. . Pathfinder Bldg., 2414 Douglas St. P. 
New re: Room 2013, Graybar Building 7 
Chicago .... Room 2101, 180 N. Michigan Ave. 


Detroit . . . . Room 5-267, General Motors Building 
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NAM Distributes 
Postwar Guides 
to Aid Industry 


New York, Feb. 2.—A series of 
five guides to postwar preparation 
is being issued by the National As- 
sociation of Manufacturers to help 
business get through the difficult 
postwar period and to anticipate 


the many problems expected to 
accompany transition to a peace- 
time economy. 

The first booklet, titled “Guide 
to Internal Organization for Cor- 
poration Postwar Planning,” is of- 
fered as a summary of the experi- 
ences of more than 350 represen- 
tative manufacturing companies 
and suggests a step-by-step pro- 
gram of action. 

Captioned “Guide to Postwar 
Sales Planning,” the second book- 


markets in the Middle West. 


GEORGE T. HOPEWELL, 
i NEW YORK OFFICE: 101 Park Ave. 


For Best Results Advertise in— 


““CONCENTRATED “”’ 
NEGRO MARKETS 


Concentrate your advertising expenditures in the Chicago 
Defender Newspapers, covering the three largest Negro 


THE CHICAGO DEFENDER 
THE MICHIGAN CHRONICLE—DETROIT 
THE LOUISVILLE DEFENDER 
Sold separately or in combination 


Write for information: 


CHICAGO OFFICE: 75 E. Wacker Drive 


Exclusive Representatives 


& 


let attacks such problems as the 
building or rebuilding of a distrib- 
utor organization, the building 
of a sales story about wholly new 
products, and the hiring and train- 
ing of a new sales staff. 

In a foreword to these two 
booklets, Norman W. Wilson, pres- 
ident of Hammermill Paper Com- 
pany and chairman of NAM’s cor- 
poration peacetime planning com- 
mittee, which produced the guides, 
says: 

“Rapid technological progress 
and new processes have made 
many old products and methods 
obsolete; marked changes. will 
take place in the labor force as 
men are mustered out of the 
armed services and many women, 
aged, and young workers leave in- 
dustrial jobs; new competitors 
will appear as new and expanded 
companies which have been pro- 
ducing for war seek outlets for 
peacetime products. These and 
many other factors will make it 
impossible for any industrial com- 
pany to escape postwar adjust- 
ment problems.” 

The remaining three publica- 
tions of the series are to appear 
shortly under the titles of “Guide 


to Postwar Product Development,” 
“Guide to Cost Study in Corpora- 
tion Postwar Planning,” and 
“Guide to Postwar Corporate 
Financial Planning.” 


Revives ‘Big Trees’ 


As the first step toward inform- 
ing the retail and wholesale lum- 
ber trade of the war service of its 
members and of the industry’s 
postwar preparations, the West 
Coast Lumbermen’s Association 
has revived its nationally circu- 
lated publication, “Big Trees.” 
The publication was discontinued 
in 1941. Features of the new issue 
are a postwar home design called 
“West Coast Homecoming Home,” 
and a home planning institute pro- 
gram. 


LNA to Hold Contest 

The Lithographers National As- 
sociation, New York, will hold its 
fifth annual Lithographed Publi- 
cations Competition for elemen- 
tary, junior high school and high 
school publications in connection 
with the 20th annual convention 
of the Columbia Scholastic Press 
Association. 


THE LEADING GENERAL MAGAZINE ON SPORTS 


- 


expert and popular views on issues from 
“Is Mr. Public a ‘better sport’ than his 
Missus” to the more serious questions 
of sports in wartime. 
facts and figures on all the vital sports 
issues... and a fund of good, solid 


Your Sports Poll is egaining reputation as the 
topmost authority on spofts, and might be compared 
to the Gallup Poll on world-wide events 


I regard the poll as the only intelligent 
method of pbtaining the public viewpoint on 
vital quest?ons pertaining to sports. Esquire 
is performjng a valuable service to the field 
of sports by conducting these monthly polls 


& 
SPORTS EDITOB, DETROIT FREE PRESS wre PO 
* 
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AUTHOR AND ARDENT sporfs FAN Stet “Rule 
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I réad the Esquire Sports Poll with interest 
every mqnth. You're certainly giving a fine boost 
*to sports at a time when it's much needed 


oe 
. 
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FAMED FOOTBALL COACH arti De a 
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Get the authentic 


Lf 


The Esquire Sports Poll 


COACH, TRAINER, ATHLETE, and fans— 
you too get on the sporting beam with 
the sure, sound and scientific Esquire 
Sports Poll. The Sports Poll is the na- 
tion’s only sports opinion-o-meter, . . 
measuring and quoting a wide variety of 


reading besides, in twelve yearly punch- 
packed editions of the Esquire Sports 
Poll. See current issue of Esquire... 
on sale at your newsstand . . . TODAY 


tag UULE 
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Coal Industry 
Continues with 
Educational Copy 


New York, Feb. 1.—Asserting 
that wartime conditions beyong 
anyone’s control have produced q 
situation which the industry has 
been earnestly trying to avert and 
that a shortage of hard coal exists, 
Anthracite Industries, Inc., has 
released two separate campaigns, 
one to impress miners with the 
urgency for greater productivity, 
the other directed to consumers on 
various aspects affecting supply 
and demand. 

In the anthracite mining region, 
four-inch ads are being employed 
in about 16 newspapers as atten. 
tion-callers to a five-times weekly 
15-minute radio program, entitled 
“Coal Call,” heard on the “an- 
thracite network” comprising six 
stations in that area. Directed 
chiefly to miners and their fami- 
lies, a local orchestra supplies the 
entertainment, while clergymen, 
doctors and other individuals are 
invited to speak to listeners on the 
importance and urgency of in- 
creasing their output during the 
present emergency. Also, 640-line 
ads are being used in 21 newspa- 
pers in anthracite regions directed 
to miners urging them to produce 
more coal (AA, Jan. 24). 

Educational, informative copy 
will keynote consumer advertising, 
and will be designed to present a 
true picture regarding output of 
hard coal, explaining among other 
pertinent data, that increased de- 
mand and conversion from other 
fuels to use of coal in accordance 
with government recommenda- | 
tions, have been greatly responsi- 
ble for existing shortages. 

Consumer ads will appear in 
640-line space in about 80 news- 
papers in 65 eastern cities where 
hard coal is distributed, with in- 
sertions scheduled to appear — 
week. As _ shortages are eased, 
copy will take on more of an insti- 
tutional note. 

The first ad, captioned “Some 
facts about anthracite,” appeared 
last week, and in question and 
answer form dealt with numerous 
problems pertaining to the indus- 
try. Readers were offered a book- 
let on how to conserve the stocks 
they already have on hand and 
how to improve their heating. 

N. W. Ayer & Son is the agency. 


CASH-AND-CARRY 
COAL DUMPS STARTED 


New York, Feb. 1.— Seven 
emergency coal stations, the first 
of 100 to be set up in 40 municipal 
areas, where consumers may buy 
50 and 100-pound units of stove 
and nut size anthracite on a cash- 
and-carry basis, were opened last 
week in four boroughs of the city, 
with OPA prices prevailing. 

Consumers will be put on an 
“honor system” and asked not to 
purchase the bag lots of coal 
unless they are completely out of 
supplies and need the fuel to tide 
them over until dealers are able 
to deliver larger orders on Health 
Department certifications. 


More than 24,000 indus 
trial workers in Battle 
Creek drew an averag® 
of over $50 a week in 
wages in 1943. 


BATTLE CREEK 


ENQUIRER 
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1G Tt THERE A CA RDBOAR D SKELETON 


HAVE YOU A STOCKROOM FULL 
OF OLD ADVERTISING MATERIAL 
WHICH WILL NEVER BE USED? 


Thousands of advertisers have accumu- 
lated large quantities of old displays, 
cartons, advertising pieces and other 
promotional material that they will 
never use again. Probably it has never 
even occurred to you that you've been 
hoarding waste paper and paperboard 
scrap that Uncle Sam needs desperately 
to carry on the war — for food and am- 
munition containers and a thousand 
and one weapons of war for whose 
manufacture used paper is a vital 
necessity. 


Your nation asede over 8, 000, 000 tons of 
salvaged paper in 1944. In spite of all 
the public has been able to do, we are 
far short of the mark. We MUST make 
up the difference. Do YOUR share — 
find out NOW what you have on hand 
..- and TURN IT IN. 


Get that cardboard skeleton out 
of your closet! Sell every avail- 
able pound without delay! 


WANTED 


EVERY MONTH, for the WAR EFFORT 


4000 
CARLOADS 


OF OUTMODED DISPLAYS and 
ADVERTISING MATERIAL.... 


Check your storeroom, warehouse 
and distributors for old DISPLAYS, 
CARTONS, SIGNS, CUT-OUTS, CALEN- 
DARS, CATALOGS, FOLDERS and 
OTHER ADVERTISING MATERIAL. 


SALVAGE pos 


Rade Gake ADVERTISERS since 1905 
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PUAA to Meet in June 


In conjunction with the annual 
AFA meeting in Chicago next 
June, the Public Utilities Adver- 
tising Association will hold its an- 
nual meeting at the Palmer House 
June 6-8. 


Strunsky Joins CBS 


Robert Strunsky, formerly as- 
sistant advertising manager of L. 
Bamberger & Co., Newark, N. J. 
has joined the Columbia Broad- 
casting System as network copy- 
writer. 


TRANSPORTATION | 
ADVERTISING... 
FOR COMPLETE 
URBAN MINNESOT 
COVERAGE 


245, 000 000. 


RIDERS: IN, 1943 
TWIN CITIES” 
TWIN PORTS 


STREET CAR & BUS ADVERTISING * MINNEAPOLIS, MINN. 


MINNE B@POLIS «© ST. PAUL 


+ DULUTH « 


Appliances After 


‘| War to Cost More, 


Be Little Changed 


Chicago, Feb. 2.—There will be 
no “miracle” models of gas and 
electric appliances at the end of 
the war, but refined versions of 
prewar products at slightly higher 
prices, declared the Public Service 
Company of Northern Illinois this 
week, following a two-month sur- 
vey of major appliance manufac- 
turers. 

Almost without exception, im- 
mediate postwar models of refrig- 
erators, ranges, water heaters, 
washers, roasters, toasters, vacuum 
cleaners, irons and the like will be 
constructed from dies and machin- 
ery in use at the time of conver- 
sion to war production and will be 
little changed from the 1941 prod- 
ucts, the survey showed. “While 
some manufacturers plan mod- 
erate streamlining of models and 
slight differences in accessories 


Many years of intimate association and 
faithful service have gained for the eight 
Booth Michigan Newspapers a community 
dependence that is at once gratifying, and 


a serious responsibility. 


In these days of rumors, misunderstood 
utterances and close relationship of impor- 
tant world happenings to countless 
sides, Booth Newspapers have the major 
duty of keeping their readers reliably and 


adequately informed. 


In the combination of increased volume 
of news and restricted newsprint, a diffi- 
cult task confronts every news department. 
Careful appraisal of news values, constant 
search for opportunities to save precious 


GRAND RAPIDS PRESS 


space, and intensive editing of copy, have 
enabled Booth Newspapers to keep faith 
fully with their readers, 


Wartime restrictions and difficulties 


have only added to the sincere desire to 


ire- 


provide each Booth Newspaper community 
the finest newspaper service it is possible 
to provide, and thus assure the continuance 
of those basic newspaper values recognized 
by leading advertisers for so many years. 


@ For further facts, call Dan A. 
Carroll, 110 E. 42nd Street, New York 
City 17, N. 
N. Michigan Avenue, Chicago 11, Il. 


BOOTH Daichigan NEWSPAPERS 


Y.; or John E. Lutz, 435 


+ FLINT JOURNAL - KALAMAZOO GAZETTE - SAGINAW NEWS 


JACKSON CITIZEN PATRIOT - MUSKEGON CHRONICLE - BAY CITY TIMES - ANN ARBOR NEWS 


and “gadgets,” the company said, 
all are agreed that it will be a 
long time before any so-called new 
models are available. 

Most manufacturers referred to 
their immediate postwar products 
as “streamlined 1941” models or 
“stripped down 1942” models. The 
public, it was said, will have to 
wait generally from four to six 
months after materials are made 
available before such major appli- 
ances as ranges, refrigerators and 
water heaters hit retail channels 
in abundance, and from 60 to 120 
days for smaller appliances. 

Prices of all appliances are ex- 
pected to be higher than in 1941— 
“slightly” higher for most electri- 
cal merchandise, 10% to 25% 
higher for major gas appliances, 
and 30% to 40% higher for radio 
products. 

Manufacturers, generally, expect 
to allocate their immediate post- 
war output on the basis of prewar 
distribution. Any production re- 
leased for the next several months 
will be restricted by WPB to 
specified areas or special groups of 
consumers as under the recent 
authorizations for limited produc- 
tion of electric irons and small gas 
ranges. Almost all manufacturers 
expect government control of pro- 
duction and sales to continue for 
some time, with lifting of restric- 
tions being a gradual process in 
reverse order to that in which they 
were applied. 

Most “talked about” new prod- 
ucts in the electric line, according 
to the survey, were home freezers, 
automatic washers, television sets 
and packaged air conditioning 
units, and the most touted new 
gas product is year ’round auto- 
matic, gas air conditioning. 


Dunne Joins Hunter 


Chris J. Dunne, formerly with 
the advertising department of the 
New York World-Telegram, has 
joined the eastern advertising staff 
of Hunter Publications. 
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FCC Asks Rule on 
Recordings of 


Network Program 


Washington, D. C., Feb. 2— 
The FCC today called Publi¢e 
hearings on a proposed rule re. 
quiring stations to record all pro. 
grams originated for a regional or 
national network, and to keep such 
transcriptions for one year. The 
hearings will be March 15. 

Adopted under provisions of the 
Radio Act authorizing the FCC to 
make general regulations requir. 
ing stations “to keep such records 
of programs, transmissions of 
energy communications or signals 
as it may deem desirable,” the 
regulation would not apply to 
local or non-network programs. In 
announcing the proposed rule, the 
commission pointed out that in the 
case of newspapers, the printed 
word is a permanent record. Un- 
less a recording is made, the FCC 
said, what is actually said and the 
manner of saying it cannot be defi- 
nitely established. 

The commission asserted the re- 
cordings were necessary to enable 
it to carry out statutory require- 
ments obligating it to keep lot- 
teries, obscene, indecent and pro- 
fane language off the air. Local 
programs were omitted from the 
regulation to spare smaller sta- 
— from a hardship, the FCC 
said. 


Tangee Returns to Air 


George W. Luft Company, New 
York, has returned to radio adver- 
tising after an absence of about 
four years, with a daily five-min- 
ute transcribed musical program 
on WJZ, key station of the Blue 
Network in New York. The radio 
campaign supplements its national 
newspaper and magazine promo- 
tion for its Tangee face powder. 
Warwick & Legler is the agency. 
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hicago Battles 


Noise Gremlins 


Quiet Please 
WAR ESSENTIAL 
WORKERS NEED 
eeeesocacn REST 


, 


... and what toughies these tiny 
guys have grown to be! 


At first people were indulgent toward the rising din . . . increased noise is a necessary part of the 
war effort, we said. Then we noticed that along with the clatter and roar of industrial, transporta- 
tion, and recreational activities, home-front Gremlins were slipping in . . . blowing auto horns, 
blasting radios, inspiring street-singing and dozens of other nerve-fraying, sleep-disturbing, un- 
necessary noises . . . threats to production efficiency. 


Less noise in production centers helps our fighters at the fronts... after 


a good night’s sleep, war workers make more and better materials. 


So Chicago is organizing to drive out useless noises. Under the banner, ‘‘Quiet, Please—Our 
Warworkers Need Their Sleep’’—2,000 industrial plants, 5,000 commercial firms, a hundred civic 
groups, and more than 300 thousand school children are volunteering to spread the word for 
greater quiet. 


@ 


(Chicago Admen: speak to your Personnel Director, then call the Commis- 


sion for information on posters, window stickers for employes’ homes, etc.) 


CHICAGO AREA 
INDUSTRIES: 


Write or call the Commis- 
sion for cards for workers’ 
windows, posters for bulle- 
tin boards, editorial sug- 
gestions for employe publi- 
cations, mats or gloss proofs 
of “Quiet, Please’”’ emblem. 

There is no charge for 
this material, except where 
workers’ window cards run 
into large quantity, then 
you pay printing cost. 


This 24-sheet poster available with Your Name 


for single showings through arrangement with 
Outdoor Advertising division of advertising 
campaign. Call Commission for details. 


Mats and gloss proofs for 
your employe publication, 


letterheads, etc., available 
at no cost. Write for them. 


Radio Announce- 
ments: Short copy 
urging ‘‘Quiet 
Please’ available 
for your radio pro- 
gram. 


newspaper advertisements, 


i~) 


TIRED WAR WORKERS 


Speakers on Noise abatement 
available to clubs and groups. 
Notify the Commission well in 
advance of the date you desire. 


CITY OF CHICAGO NOISE ABATEMENT COMMISSION | Pi 
134 N. LA SALLE STREET - ANDOVER 1221! 
This space donated by COLLINS, MILLER and HUTCHINGS, Chicago Photo Engravers 
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} the past 13 years, has been elected | On a leave of absence, he is serv- 
Pierce Promoted | , vice-president in charge of engi-|ing as chief engineer of psycho- 
R. Morris Pierce, chief engineer| neering of that station, of WJR,| logical warfare with the Army in 
of Station WGAR, Cleveland, for! Detroit, and KMPC, Los Angeles. | Europe. 


GREATEST SINGLE 


SALES INFLUENCE 


THE DISPATCH - COLUMBUS, OHIO 


New Purina Ads 
Tell History of 
Noted Trademark 


(Picture on Page 63) 

St. Louis, Feb. 2.—How the red- 
checked gingham worn by a Mis- 
souri family in the 1880’s gave the 
founder of Ralston Purina Com- 
pany the idea for Purina’s check- 
erboard trademark — one of the 
most quickly recognized and best 
known commercially in the coun- 
try, especially in rural and small 
town America—is featured in a 
new campaign just released by the 
company. 

The opening advertisement, ap- 
pearing in the February Farm 
Journal & Farmer’s Wife and Suc- 
cessful Farming as a spread and as 
the back cover of Country Gentle- 
man, is designed to emphasize the 
company’s leadership in feeding 
progress and to spotlight the 
Purina dealer’s checkerboard store 
as wartime feeding headquarters 
in the rural community. The entire 
campaign will be based upon the 
company’s 50th anniversary and 
its leadership in the field. 

Copy relates that more than a 


It takes more 


than rails 
to run a Railroad 


PAPER 


Yes, the paper for tickets and timetables alone, each year, would cover 


KIMBERLY 


more than 150,000 miles of track. And those are only two of more than 
3,000 forms it takes to operate a large trunk line railroad. 


A train is not permitted to move from its terminal without a clearance 


slip. And should the train crew miss its orders, the fast freight or pas- 


CLARK 


CORPORATION 


NEENAH, WISCONSIN 


senger limited racing across the continent must come to an abrupt halt. 

Without way bills and bills of lading freight would be lost in transit. 
Without split-second schedules trains would miss their appointments 
with convoys. Without arrival cards, report sheets, bills, checks and 
all the other vital pieces of paper the railroad would be paralyzed. 

Indeed paper is indispensable to the railroads ...and to every other 
branch of commerce and industry. Today's war effort and tomorrow’s 
peacetime progress are vitally dependent upon paper. 


* 
SKevelccal PRINTING PAPERS 


IN WARTIME 


America’s critical resources.” 


In producing Levelcoat Printing Papers during wartime, 
at Kimberly-Clark the constant watchword is ‘Conserve 


And while conserving wherever possible, these men are 
devoted to the task of producing for you the finest qual- 
ity Levelcoat that can be made under wartime conditions. 


“TRADE MARK. 
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half century ago Purina’s founder, 
William H. Danforth, clerking jn 
his father’s store in southeast Mis. 
souri, noted the custom of each 
family buying a bolt of cloth in 
the spring, from which would be 
made shirts for the father and 
boys, and dresses and aprons for 
mother and the girls. Most moth- 
ers selected modest patterns and 
varied them from year to year. 
“But not a certain Mrs. Brown!” 
the story continues. “She never 
varied from her standard choice— 
a bolt of heavy, red-checked ging. 
ham. Other mothers might lose 
sight of a child in the town square, 
at a basket dinner or ice cream 
social ... but not Mrs. Brown! 
She could spot the checkerboard in 
any crowd—and so could everyone 
in the community.” 

“T learned from Mrs. Brown and 
her preference for red-checked 
gingham,” Mr. Danforth is quoted, 
“that to make a thing stand out 
from the crowd, you have to dress 
it to fit the part. That’s why I 
chose the checkerboard as a trade- 
mark to make Purina’s family of 
quality products easy to recog- 
nize.” 


Old Gold and 
Walgreen to Air 


Cubs, Sox Games 


Chicago, Feb. 3.—All Chicago 
Cubs and White Sox baseball 
games in 1944 will be broadcast 
over Stations WIND and WJJD, 
Chicago, under the co-sponsorship 
of Old Gold cigarets, product of 
P. Lorillard & Co., New York, and 
the Walgreen Company, Chicago 
drug chain. 

The Walgreen-Old Gold baseball 
contract for the two stations is 
exclusive, providing the only cov- 


and Sox games, which formerly 
were broadcast over as many as 
five different stations simulta- 
neously. Walgreen and Old Gold 
will alternate sponsorship of the 
games on both stations. 

On WIND broadcasts of home 
and out of town daytime games 
and 14 home night games of the 
Sox will be preceded by ‘Dugout 
Interviews” sponsored by Pilsen 
Brewing Company, Chicago, and 
followed by a quarter hour “Musi- 
cal Scoreboard” feature sponsored 
by Consolidated Biscuit Company, 
Chicago. On WJJD the play by 
play accounts of the Cubs games, 
both home and out of town, will 
be preceded by a quarter hour 
period devoted to interviewing of 
players under the sponsorship of 
Krank’s shave cream, product of 
Consolidated Royal Chemical Cor- 
poration, Chicago. 

Schwimmer & Scott, Chicago, 
is the agency for Walgreen and 
J. Walter Thompson Company 
handles the Old Gold account. 


Vanguard Moves 


Vanguard Advertising {has 
moved to new quarters at 15 E. 
40th St., New York 16. The tele- 
phone is MUrray Hill 5-4686. 


SELLING NEW HAVEN'S 
WAR WORKERS 


The Journal-Courier goes into war 
plants by the thousands daily — 


each copy read by many, and 
passed on from shift te shift — 
each copy working 24 hours dally 
to bring you coverage of today's 
best-spending customers . . - 
100,000 readers dally! 


*k *& THE * * 
JOURNAL-COURIER 
NEW HAVEN, CONN. 


erage in Chicago for the 1944 Cubs | 
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Serutan Runs Test 
Campaign for New 


Product, Nutrex 


Jersey City, Feb. 2.—In the 
same way “super-charged” gaso- 
Jine gives high-powered perform- 


HOW TO HELP RELIEVE 


That lired 
keeling! 


... By Getting More Energy From - 
The Foods You Eat* “Step Up" Your ben 


NUTRITIONAL AID TO ENERGY 


OPENS TEST—Serutan Co. is intro- 
ducing Nutrex in full pages in the 
magazine section of Philadelphia In- 
quirer, with similar space scheduled 
for the New York Daily News every 
Sunday through February. 


ance to an automobile, so the nu- 
tritional factors found in Nutrex 
enable one’s food to yield more 
energy, according to the first test 
copy launched by Serutan Com- 
pany for a new product, a con- 
centrate of vital tonic factors in 
tablet form. 

The company originally planned 
to break the campaign Jan, 2, hav- 
ing contracted for the first nine 
back covers of the Sunday maga- 
zine section of the Philadelphia 
Inquirer, but due to delay in get- 
ting final approval on Nutrex 
copy, the first two insertions car- 
ried Serutan ads, with the first 
Nutrex ad appearing on Jan. 16. 
Serutan is planning to run full- 
page ads for the new product in 
the New York Daily News each 
Sunday this month. 


Stresses ‘Tonic’ Factors 


Captioned “How to relieve that 
tired feeling!” the ad introduces 
the product with a money-back 
guarantee. “Try adding Nutrex to 
your diet!” says the copy, and in 
a vein somewhat similar to vita- 
min ad copy which harps on vita- 
min deficiencies, Nutrex copy says: 
Your foods simply cannot yield 
their fullest vim, vigor and vital- 
ity without the aid of certain 
tonic’ factors.” 

The ad incorporates a note to 


REMIUMS 


++» PROFITABLE 
-»» PATRIOTIC 


--- POPULAR 
PROFITABLE, provides inexpen- 
Sive media for keeping your 
Trade Marks, Slogans and Brand 
Names alive. 

PATRIOTIC, New appeals through 
the use of such popular patriotic 
themes as Combat Insignia: Civil- 
jan Defense; Airplane, Naval, 
and other Military or War Motifs. 

POPULAR, with millions of families 
and with more than 1,000,000 
People who are Poster Stamp 
Collectors. 

. TODAY for complimentary 

Sopies of 3 completely informative 
klets; (a) The Growth and Mod- 

(hy Application of the Poster Stamp; 

ss Glossary of Information on Poster 

Pos and (c) Case Histories of 

~ of Stamp uses and “What Hap- 


ID-STATES 


UMMED PAPER CO. 


3 . 
15 S. Damen Avenue. Chicago, Ill. 


physicians giving an approximate 
analysis of the product’s ingredi- 
ents and says that no therapeutic 
claims are made for any of the in- 
dividual components. A footnote 
adds that Nutrex may be taken 
with complete confidence since it 
is derived from a natural source. 
Serutan Company runs_ sus- 
tained newspaper advertising 
across the country for its Serutan, 
supplemented by car cards, and 
also sponsors A. L. Alexander’s 
Mediation Board over 56 Mutual 
stations and commentator Drew 
Pearson over 156 Blue outlets. 
Raymond Spector Company, 
New York, is the agency. 


3 Name Remington 


William B. Remington, Inc., 
Springfield, Mass., has been named 
to handle the accounts of Chan- 
dler-Evans Corporation, South 
Meriden, Conn.; Crystal Research 
Laboratories, Hartford, Conn., and 
Somerville Mfg. Company, Som- 
erville, Conn. 


Names Schwartz 


Paul L. Schwartz, identified with 
the dairy industry in the United 
States and Canada for more than 
25 years, has been named adver- 
tising manager of the California 


Buffalo Admen Elect 


Gordon E. Smith has _ been 
elected chairman of the Adcraft 
Forum of Buffalo, N. Y. Other of- 
ficers are: Gordon J. Weisbeck, 
vice-chairman; Donald A. Thomas 
secretary; and James E. Shaw, a 
club liaison. 


Kelly to Pulse 


Nelle Kelly, formerly with the 
research department of Curtis 
Publishing Company, has joined 
the staff of the Pulse of New York, 
radio research organization. Miss 
Kelly will work on special assign- 
ments as assistant to the director. 


Derum Named Manager 


James P. Derum, formerly with 
Ralph H. Jones Company, New 
York, has been appointed general 
manager of the New York office 
of Brisacher, Van Norden & Staff. 


"ARE YOU SELLING THEM EFFECTIVELY3 


. 
You should have expert counsel 
on bow to reach the growing 
$7 Billion Negro Market. Consult=* 


1 OUT OF 


+ Advertising + Research) 


Dairyman, Hynes, Cal. 


What Have Key People to Do with 
TROPICAL DISEASES 


Tropicat piseases plague our men as 
they plunge through the sodden jungles 
of New Guinea, the Solomons and other 
infested areas. Many have returned— 
and more will—to the United States for 
treatment. 

Key medical men urgently needed the 
facts about the causes, diagnosis and 
treatment of tropical diseases. And now 
they have them. 

Early in 1943, a four-page chart giving 
those essential facts was published as an 
editorial feature in Modern Medicine. 

Because it was felt that it ought to be 
useful to medical men readying for over- 
seas duty, reprints were offered. 

Within a few days after publication, re- 
quests began to pour in. Urgent requests. 
“Send copies air mail,” said the letters. 
From colonels and majors and captains 
and lieutenants in the navy and army and 
air medical corps, from coast guard and 
marine medical men, and from the direc- 
tors of 44 station hospitals, came the re- 
quests—key men, teaching classes of doc- 
tors leaving for tropical zones. 


But the teaching staffs of 70 civilian 
hospitals, and the department heads of 31 
medical schools and the directors of 28 
health clinics also wrote for copies of the 
chart. Here are key men with a spread of 
influence that is incalculable. 

Perhaps the number of reprints mailed 
out to date will not sound startling— 
13,206—but it offers clear-cut evidence 
that key medical men read Modern 
Medicine, write in for what they want 
—as do the rank and file of the medical 
profession. 

Each month, Modern Medicine, cover- 
ing the field of medical sources, reports 
on worthwhile developments to every 
active practicing physician in the United 
States—under the age of 65—whose impor- 
tant work is to safeguard the health of 
130,000,000 people. 

Advertisers have recognized this edi- 
torial sincerity and reader interest by 
giving Modern Medicine each month dur- 
ing 1943 a larger volume of pharma- 
ceutical, drug and food advertising than 
any other monthly medical journal. 


THE JOURNAL OF DIAGNOSIS AND TREATMENT 
PUBLICATION OFFICE—MINNEAPOLIS, MINN. 
NEW YORK + CHICAGO + CLEVELAND + LOS ANGELES + SAN FRANCISCO 
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48 
Named for Publicity 


Constance Hope Associates, New 
York, has been named to handle 
publicity for the Frank G. Shat- 
tuck Company, operator of the 
Schrafft’s stores. 


“Just because I listen to ‘Coun- 
ter Spy on WFDF Flint, you 
don’t trust me any more.” 


Decentralization Poses 
Major Postwar Problems 


Washington, D. C., Feb. 2.— 
Almost unnoticed as the nation 
geared up for war was the decen- 
tralization of American industry, 
with huge, integrated heavy indus- 
tries established in areas of the 
country that had known nothing 
but wide open fields, and prosper- 
ous new cities growing where 
crossroads communities had stood 
for decades. 

This phenomenon, which has 
made itself known in the past only 
because of the social dislocations 
of so-called defense cities, is des- 
tined to prove one of the most 
troublesome problems of demobi- 
lization, it would appear from 
political skirmishes evident here 
this week. 

Always sensitive on the subject 


By STANLEY E. COHEN, Washington Editor 


of the dependence of the country 
on eastern industrial output, west- 
ern Congressmen have begun their 
fight to keep the great steel mills, 
airplane factories, aluminum 
plants, and shipyards of the West 
in operation after the war, so that 
the West will be self sufficient, and 
so the new prosperity of the west- 
ern industrial war centers will be 
carried over to the postwar era. 

A leader in the fight for the 
westerners is Sen. Pat McCarren 
of Nevada, who threw down the 
gauge of battle to WPB this week 
with a threat to investigate the 
agency for allegedly neglecting the 
new U. S. steel plant at Geneva, 
Utah, when it issued orders for 
production of steel. 

The Geneva plant, just com- 
pleted at a cost to the Defense 


Plant Corporation of more than 


ae. 
3 


Advertising Age, February 7, 1944 


$180,000,000, is the first fully in-| complete victory for the westerm 
tegrated steel plant to be built| bloc would mean drastic changes 
west of the Rocky Mountains. It|in marketing patterns, and pos. 
naturally represents a valuable |sibly serious financial problems fo; 
new industry for the states of the| established eastern producers. 
Rocky Mountain area, one they * * #* 


will not give up easily. 


The resignation of Arthur p 


Similar sectional interests have | Whiteside, director of the Office of 
already been involved in the cut-| Civilian Requirements, reported jp 


backs in aluminum production 
and other steel plants. 


,| this department Jan. 3, caught 


For in-| WPB information people off guarg 


stance, Rep. Harry Sheppard of|when it was officially publisheg 
California went to WPB this week | last week. The Dun & Bradstreg 


for assurance that the new Henry 


president was spending less anq 


Kaiser steel plant at Fontana, Cal.,| less time in Washington because 


would be completed. 


The entire problem is political 


of ailing health. 
Mr. Whiteside’s decision to leaye 


dynamite, with indications of a|WPB after eight fruitful months 
bitter sectional fight ahead should|°f service was an expression of 


the western Congressmen unite to | dissatisfaction 


over the _ recent 


protect their newly gained indus-|0rder from WPB Director Nelson 
trial plants. Many of these plants,|to “mark time” on civilian pro. 
incidentally, are government|duction, for the OCR is doing its 
financed, so the policy governing | Work just the same. 


their operation or disposal may be 


Moreover, the feeling grows 


readily subject to Congressional} here that the “mark time” period 


pressure. 

Some observers believe the fate 
of the $10,000,000,000 worth of in- 
dustrial facilities and raw ma- 
terials owned by government cor- 
porations will prove more impor- 
tant to American industry than 
any other postwar problem, for a 
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— AND THOSE FALLING UPON GOOD GROUND WILL GROW UP, YIELDING FRUIT A HUNDRED FOLD! 


1943 IN PLASTICS 
Dr. G. M. Kline, Technical Editor 
of MODERN PLASTICS and 
Plastics Chief, U. S. Bureau of 
Standards, briefs plastics advances 
during the past year: NEW MATE- 
RIALS—Polectron, synthetic mica; 
Silicines, a partial inorganic com- 
und with high heat resistance; 
Fesneciine, thermosetting resin 
curing at extremely low tempera- 
tures; Styraloy, the elastomeric 
Styrene derivative; Cycleweld, and 
Reanite, new thermosetting 
cements; Allyl Resins; special cot- 
ton, rayon, and glass fiber cloths 
for low pressure laminating; elec- 
trostatically bonded resin impreg- 
nated wood; Paracon, a new 
rubber-like plastic. 

War has given plastics thousands 
of new uses. Most recent are mor- 
tar shell fuses, civilian gas masks, 
the canteen, helmet liners, plastic 
hand grenade, and tank perisco 
—scores and scores of other appli- 
cations. Newest industrial applica- 
tions include Saran pipe, polyviny- 
lidine chloride as a moisture-proof 
film, substitute for sole leather, 
many new adhesives and printing 
plates. More plastics have found 
their way into railroads, shipping, 
aircraft, electrical, optical, and 
other industrial fields. 


“RAPID FIRE” INJECTION 


Plastics Progress Marches Fast! ... 
The January °44 issue of Modern 
Plastics magazine outlines a revo- 
lutionary development in the pro- 
cessing of thermosetting plastics, 
new rapid and continuous large- 


scale injection molding process. 
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PLASTICS STILL VITAL 


Long before Pearl Harbor, plastic 
materials were serving America’s 
armament program. Thermosetting 
plastics were the first type to under- 
go priorities—later thermoplastics, 
too, were subject to allocations. 

Today, while other materials are 
being channeled back into civilian 
production, plastics remain vital— 
necessary to the war effort...Their 
return now to essential uses must 
wait, 


PLASTICS... AVIATION’S COMING ACE! 


W. Ward Jackson, aircraft consul- 
tant, Plastics Section, WPB, pre- 
dicts in Modern Plastics, January 
issue, that helicopters will be the 
“family air car”. He also says, 
“Based on hundreds of new appli- 
cations of plastic materials in the 
aircraft industry starting out as sub- 
stitutes for rubber and aluminum 
and growing in their own merits 
into many hitherto undreamed of 
uses, plastics are firmly established 
in the aircraft industry.” 


SEEDS . . . STREWN FOR THOUGHT 


Seeds are groups of thought-pro- 
voking paragraphs picked from 
current issues of Modern Plastics 
magazine. Mindful that they may 
be converted into further plastics 
progress, we scatter them where 
they may take root. Should Seeds 
prompt you to seek further data 
on Plastics, feel free to inquire of 
Modern Plastic Magazine’s advised 
and informed staff. 


lasties 


of Plastic Minds 
°° NEW YORK I7,N. Y. 
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will be of limited duration, for the 
pressure of available materials 
plus a real need for some civilian 
goods is likely to be too great for 
WPB to resist. 

Like OPA, Mr. Nelson is holding 
aline. Like OPA, also, Mr. Nelson’s 
line is under constant siege by in- 
dustry groups that want to get 
their idle facilities back into pro- 
duction; by dealer and labor 
groups which want essential items 
produced. Mr. Nelson yields a 
little at a time — this week he re- 
leased: steel for automotive heat- 
ers, cigaret lighters, motion picture 


projectors, stencils, and a few 
other items. He has orders to hold 
out until the beachheads are 


secure in Europe — after that the 
deluge. 


* * * 


A rash of stories on a timetable 
for the discontinuing of rationing 
burst forth last week on the basis 
of some predictions by the au- 
thorative OPA economist, Richard 
V. Gilbert. 

If the war in Europe ends this 
year, Mr. Gilbert expects food 
rationing to end by the fall of 
1945; food rationing might end by 
the fall of this year, if by seme 
miracle the Nazis were destroyed 
in time for liberated peoples to 
harvest a crop this fall. 

_Shoe rationing will be discon- 
tinued very soon after the Euro- 
pean war ends, while textiles and 
consumer durables will be back on 
the market much sooner than most 
people expect. By mid-summer, 
Mr. Gilbert believes, a surprising 
quantity of consumer durables and 
hard goods will be available; with- 


Hitler, we shall be in relatively 
full production of consumer dur- 
ables. 

By the time the Japanese war 
ends, we shall have reconverted 
for the production of cars, re- 
frigerators, washing machines and 
a host of other things, but it will 
be some time before we reach peak 
production. 

Mr. Gilbert said that price and 
rationing control will be lifted 
piece by piece, but he predicted 
that prices will be falling away 
from the ceilings even before the 
war is over. 

(Note:—OPA faces a life oF 
death issue in the impending bat- 
tle for extension of the price con- 
trol act. President Roosevelt’s plea 
for prompt action on this, like s0 
many of his other suggestions to 
Congress, has fallen on unrespon- 
sive ears. Unless the price con- 
trol act is extended soon the busi- 


For Pete's sake, don't 
call this week for rush 
work — the boss is too 
busy! 


Send for FREE booklet, 
“HUMOR: WARTIME AD. 
VERTISING WEAPON” 


Sel F1n1onw 
333 N. MICHIGAN AVENUE 
CHICAGO 1, ANDOVER 3937 
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ness Will become confused as a 
result of uncertainty over future 
prices. Moreover, OPA cannot 
jssue orders or collect information 
for periods beyond June 30, 1944, 
nor can it go before Congress for 
an appropriation to operate be- 
yond that date until its life has 
peen officially extended.) 


* * * 


The Department of Commerce 
pooklet, “Community Action for 
postwar Jobs and Profits,” has 
been put to use in 627 communi- 
ties. The first print of 50,000 copies 
is nearly exhausted. 

1 * * 

A new interpretation of the 
commercial printing order permit- 
ting publishers of circulars, want 
ad papers and shopping news- 
papers to shift their paper quotas 
as they please will mean a great 
deal to Cleveland and Buffalo 
shopping papers which recently 
lost an appeal for the right to 
use paper formerly devoted to 
circulars for expansion of their 
shopping papers. It also will 
give Clinton McKinnon, publisher 
of southwest coast shopping 
papers, the chance to assemble 
enough paper to operate daily in 
San Diego. » 

Among the studies now in 
preparation at the Department of 
Commerce is a comprehensive 
survey by the distribution cost 
unit of the Bureau of Foreign and 
Domestic Commerce to determine 
the average or typical costs in 
various trades broken down by 
commodities, function and type of 
customer. 


‘Sun’ to Open Bureau 


for Service Men 

The Chicago Sun will shortly 
open an extensive “Yanks Service 
Bureau” to aid returning veterans 
in their contacts with various gov- 
ernmental and private agencies 
which will offer post-service aid to 
members of the armed forces. The 
bureau, which will operate with- 
out charge, will be housed in a 
— location in Chicago’s 
oop. 
Will O’Neil, military affairs re- 
porter and conductor of the Swn’s 
draft clinic, will conduct the bu- 
reau. He is now in Washington 
gathering from government and 
other officials all available infor- 
mation on service to veterans. 


Joins Pal Blade 


Herbert S. Richland, formerly 
vice-president of Peck Advertising 
Agency, New York, has joined Pal 
Blade Company, New York, where 
he will direct advertising and sales 
a of Pal and Personna 

ades, 
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New Paper to Make Bow |Curtiss Opens in S. F. 


A new publication in the plas- 
tics industry field, Plastics Re- 


€-\cago and Indianapolis 
porter, is scheduled to make its 


advertising agency, 


Spencer W. Curtiss, Inc., Chi- 
industrial 


: . has opened 
debut Feb. 15. Publisher is the| offices at 1901-4 Mills Tower, San 


Tribune Publications, Hyde Park,| Francisco. Spencer W. Curtiss, 
Mass. president, will head the office. 
Y&R Promotes Two Ruf Joins Hamilton 

Joe Moran, in charge of crea-| Don Ruf, formerly associated 


tion of radio commercials at Young 
& Rubicam, New York, and Harry 
Ackerman, also in Y&R’s radio 
department, havc been named 
associate radio directors. 


gomery Ward & Co., 


Agency, Chicago. 


with the art department of Mont- 
Chicago, 
has been named art director of 
the J. R. Hamilton Advertising 


Named Ad Director 


Frank P. Rosenberg, for the past 
two and a half years manager of 
Columbia Pictures’ exploitation 
department, has been appointed 
director of advertising, publicity 
and exploitation. He replaces 
David A. Lipton while the latter is 
in the Army. 


Two Join G&G 


Bruce Eldridge, formerly with 
Ruthrauff & Ryan, San Francisco, 
has been named an account execu- 
tive of Garfield & Guild, San Fran- 
cisco. Charlotte Von Weigan Whit- 
man, formerly with Sayre M. 
Ramsdell Associates, Philadelphia, 
has joined G&G’s copy department. 


GIBBONS 


ADVERTISING 


KNOWS CANADA 
J. J. GIBBONS LTD. 


WINNIPEG REGINA 


MERCHANDISING 


TORONTO MONTREAL CALGARY EOMONTON VANCOUVER 


T'S no secret. Buy as one unit 

enough stations to include the 
twenty-one best markets covering 
all sections of New England. 

There is one way and only one 
way to do this with complete effec- 
tiveness. Buy the one network that 
blankets the territory with twenty- 
one hometown stations—penetrat- 
ing every important city and its 
trading zone, and providing every- 
where the direct impact that only a 
locally accepted station can give. 


21 BROOKLINE AVENUE, BOSTON 15, MASS. 


ee ee 


For opening the door to a warm, 
friendly welcome, there is nothing 
to compare with a hometown sta- 
tion that is producing every day 
for local merchants. 

There is a difference between 
long distance and local station ap- 
peal which is in direct ratio to fail- 
ure and success. 

Pass up the halfway measures. 
Sell New England twenty-one ways 
with Yankee's twenty-one home- 
town stations. 


ACCEPTANCE IS THE YANKEE NETWORK’S FOUNDATION 


THE YANKEE NETWORK, inc. 


Member of the Mutual Broadcasting System 


EDWARD PETRY & CO., INC., Exclusive National Sales Representative 
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Philips Names Two 

M. W. Lightcap, formerly a sales 
executive with Devoe & Raynolds 
Company, New York, has been 
named to the newly created posi- 
tion of distribution manager of 
North American Philips Company, 
New York. Harry D’Almaine, 
formerly manager of business 
research for Irvington Varnish 
& Insulator Company, Irvington, 
N. J., has been named to handle 
commercial control and analysis 
activities of the company. 


New Policy Boards 
on War Goods Are 


Urged in Senate 


Would Operate 
Through Existing 
U. S. Agencies 


Washington, D. C., Feb. 2.—Two 
new policy boards, one to direct 
the sale of surplus government 
property, and the other to super- 
vise the settlement of terminated 
war contracts, are visualized in 
separate demobilization bills 
which will soon come before the 
Senate for consideration. 

Advocated for the solution of 
two major postwar problems, both 
of the boards would operate 
through established agencies of 
the government, and would limit 
their own functions to  policy- 
making. 

One of the new boards, proposed 


in a surplus property disposal bill 
reported yesterday by the Senate 
committee on executive expendi- 
tures, would involve five key gov- 
ernment officials of cabinet rank, 
plus representatives of labor, agri- 


culture, industry and the general 
public, who would work through 
the Director of the Budget. 

The other, advocated by Sen. 
Murray, chairman of the military 
affairs subcommittee on contract 
termination, would create a direc- 
tor of contract termination settle- 
ments, who would establish regu- 
lations to govern contract settle- 
ments. He would function within 
the Office of War Mobilization for 
the duration, with the actual set- 
tlements carried out by established 
military procurement agencies. 

Supporters of both the Hill and 
Murray bills will be keenly in- 
terested in a report on postwar 
legislation which the Senate post- 
war planning committee is ex- 
pected to file Monday. Long in 
preparation after a series of closed 
hearings where such notables as 
Bernard M. Baruch participated, 
the report will include recom- 
mendations on the sale of surplus 
property, termination of contracts 


and disposal of government-owned 
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“The family and me 
always done right well... 
here in Fort Wayne” 


“It’s great to be working for a 


trial 


...weve 


@ Diversity of industry in 
Fort Wayne is assurance of 
steady employment for those 
who work in factories. Wages 
are high— hours are steady 
— year after year. 


@ In peacetime and in wartime 
Fort Wayne is and has always been 
a busy industrial city. Steady em- 
ployment has consistently held a 
certain attractiveness for industrial 
workers. For they have been able 
to earn good wages here—in good 
times as well as slack times. 


It is no wonder that these indus- 
workers today have no 
worries about tomorrow... 


...for they will merely resume 
making washing machines, ironers, 
radios, refrigerators —and a hun- 


In radio circles, 
circle,” 
nized. 


That’s why 


as in the 
genuine ability is readily recog- 


Mac’s ability and experience when they’re 


ARTHUR H. McCOY 


Free & Peters, Inc. 
Chicago, Illinois 
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time buyers rely on 
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company that is now helping to 
win the war—and—at the same 
time know its civilian products 
will be needed tomorrow.” 


FIRST in SS UShsteene 


Fort Wayne's morning newspaper. - 4,745,009 more 
lines than did Fort Wayne's Sunday newspaper, and 
1,007,367 more lines than the daily and Sunday 
combined. (Media Records.) 


REPRESENTATIVES: ALLEN-KLAPP CO. - 


Che News-Sentinel 


dred other things the consuming 
public is waiting for. 


97.8% HOME COVERAGE 
The News-Sentinel is delivered by 
carrier six days a week to 97.8% 
of all homes in Fort Wayne. 


Fort Wayne's “Good Evening” N 
OOOH WAYNE, INDIANA 


NEW YORK—CHICAGO—DETROIT 
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scheduling radio advertising. 


Contact McCoy for market data on Okla- 
homa. This husky Southwestern market, 
booming now and slated for permanent 
prominence, is yours by a knock-out when 
you buy 


KTUL * KOMA 


Oklahoma City 
Both 5000 Watts .. . CBS 


Tulsa 
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ficial agency for handling sur- 
pluses, Senator Hill reported that 
Treasury procurement has handled 
$47,105,000 in surplus property 
between Feb. 15 and Dec. 31, 1943. 
Of this, the agency was able to re- 
distribute nearly $23,000,000 in 
property for the use of other gov- 
ernment agencies, and to sell $12,- 
000,000 worth. 

He admitted that the agency 
already has $40,000,000 worth of 
property which has not yet been 
inspected, appraised or inven- 
toried, but pointed out that it has 
less than 2,000 employes in Wash- 
ington and in the field. 

Under current. regulations, 
Treasury procurement is charged 
with the disposal of surplus prop- 
erty, first by circularizing govern- 
ment agencies for other users, and 
then by sale by sealed bid to the 
public. 

Activities of this agency have 
reportedly resulted in _ protests 
from OPA, with reports rife that 
these sales have fed merchandise 
into black markets. OPA is con- 
ducting negotiations with Treasury 
procurement seeking to require 
that safeguards be included in 
sales contracts requiring buyers to 
observe price ceilings. 

The Senate received another 
proposal on surplus property 
yesterday from Sen. Gerald Nye of 
North Dakota. It would require 
the armed forces and other agen- 
cies to submit inventories of their 
surplus property within 60 days, 
and to sell these surpluses “at 
public sale to the highest respon- 
sible bidder.” Each agency would 
conduct its own sales for a price 
no lower “than the cost to the 
United States of the acquisition of 
such material.” 


C.S. Beardsley Heads 
Miles Laboratories 


Charles S. 
Beardsley, vice- 
president and 
director of sales 
and _  advertis- 
ing of Miles 
Laboratories, 
Elkhart, Ind., 
has been named 
president, suc- 
ceeding his 
brother, the late 
Arthur & 
Beardsley. He 
will continue in 
operation the sales and advertis- 
ing policies he has been active in 
developing since he joined the 
company in 1926. Mr. Beardsley 
served three years as president of 
the Proprietary Association and is 
now chairman of its public rela- 
tions committee. 

Franklin B. Miles, grandson of 
the founder of the company, has 
been named treasurer, and Walter 
R. Lerner of Elkhart and Dr. Da- 
vid E. Beardsley of Cedar Rapids, 
la, have been elected to the board 
of directors. 


Seeds Agency Expands 

Russel M. Seeds Company, Chi- 
cago, has opened an office at 366 
Madison Ave., New York, with 
C. A. (Fritz) Snyder, formerly 
with the Blue Network station 
relations department, in charge. 

r. Snyder will be the eastern 
account executive on the Mennen 
shave products account, which will 
continue under the direct supervi- 
sion of George Bayard, vice-presi- 
dent of the agency. 


CC —— 


Medical Research 
Consultants 


DRUG ~ FOOD 
Adee obi 


{ Terr 


C.S. Beardsley 


FREDERIC DAMRAU, M.D. 
Professional Associates — 
4) P Avenue, New York 17, W. Y. 


Wickersham 2-3638 


Castle to Speak 
to Boston Advertisers 


Eugene W. Castle, president of 
Castle Films, Inc., New York, will 
address the Boston Advertising 
Club at the Hotel Statler Tuesday, 
Feb. 15, on the subject, “Good 
Government Now.” Mr. Castle 
has been in great demand as a 
speaker at advertising club meet- 
ings recently. 


Kennedy Directs Sales 


John W. Kennedy, assistant sales 
manager of the Huron Portland 
Cement Company, Detroit, has 
been named general sales manager 
of the company, succeeding the 
late Albert J. Rooney. Dewey T. 
Meyers has been made assistant 
sales manager and Thomas W. 
Murray has been named division 
sales manager. 


APA to Continue 


Farm Surveys 


Chicago, Feb. 2.—Rounding out 
its 34th year at a meeting here 
last week, the Agricultural Pub- 
lishers Association decided to con- 
tinue the farm opinion surveys 
initiated by the Association of Na- 
tional Advertisers, with the coop- 
eration of that organization and 
the American Association of Ad- 
vertising Agencies. 

W. E. Boberg of The Farmer 
was named chairman of the new 
research committee which will 
have charge of the surveys. Other 
committee members are: C. A. 
Baumgart, Successful Farming; 
Oscar Dugger, Progressive Farmer; 
W. D. Hoard Jr., Hoard’s Dairy- 
man; and Irving Ingalls, American 
Agriculturist. Charles E. Sweet of 


Capper 


Publications, 
president of APA, said 1943 was 
the association’s most successful 


Inc., and 


year. Thirty-four member publi- 
cations represent a farm circula- 
tion of 11,750,000, which is 81% 
of the total ABC coverage of the 
country, he said. 

J. J. Hartigan, vice-president of 
Campbell-Ewald Company, pre- 
sented an exhibit of the General 
Motors institutional advertising 
campaign in newspapers and farm 
papers, theme of which is “You 
and we are in business together.” 


Coco-Wheats on Air 


Coco-Wheats, hot wheat cereal, 
was introduced for the first time 
in New England by the Little 
Crow Milling Company, Warsaw, 
Ind., via a quarter hour children’s 
program, “Happy Hank,” broad- 


51 


cast over Yankee Network sta- 
tions in Massachusetts, Rhode 


Island and Connecticut, starting 
Jan. 31. Rogers & Smith, Chicago, 
is the agency. 
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...and she listens to 
WFBR every afternoon! 


So do many thousands of other busy Baltimore women 
while they work at home. They like to listen to the 
“Tune Shop”—W FBR’s great afternoon show that is 
gaining more and more listeners every day! 


Recent surveys illustrate this clearly. There is over a 
50% increase in WFBR’s afternoon listening audience! 


a YOUR BALTIMORE 
MARKET 


The “Tune Shop” is another example of how WFBR is 
developing a solid hour-by-hour audience all day and 
night. The “Tune Shop” is designed to meet and beat 
tough daytime competition . . . and it’s doing the job! 


Progressive programming is another reason why 
WFBR is your station in America’s sixth largest city 
.++ With a signal that is strong enough and clear 
enough to give you concentrated coverage in an area 


of well over a million people! 


— ee 


NATIONAL REPRESENTATIVE: JOHN BLAIR & CO. 


" “on 
taal tick, git” 
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Vinson Reissues 
Order to Soft 


Goods Industries 


Washington, D. C., Feb. 2.— 
Tightening of WPB controls over 
soft goods industries, including 
their production plans and profits, 
was defended by Judge Fred M. 


MILLIONS 


NOW SPENDING 


BILLIONS 


And wise advertisers are reaping fortune 
from this convenient market. Perhaps 
you've been overlooking the 7-billions 
spent yearly by American Negroes. Then 
you'll be surprised how easy it is to cover 
these spending millions at a cost so low 
it's a shock. Drop a line to Interstate 
United Newspapers, Inc., 545 Fifth Ave- 
nue, New York 17, New York and we'll 
= you some startling, profit-revealing 
acts. 


‘i 
5 
at: 


Vinson, Director of Economic 
Stabilization, this week in re- 
issuing a directive call for produc- 
tion of low-priced lines of essen- 
tial textiles and wearing apparel 
at cost or slightly above. 


The directive had been issued 
Nov. 16, 1943, to cover all essen- 
tial consumer goods, but widely 
expressed fears that it would 
prove a precedent for pricing pro- 
grams during reconversion 
prompted Judge Vinson to narrow 
the order to textiles and clothing. 
Under the order, a firm may be 
required to resume low cost lines, 
and to sell at cost, provided it is 
now clearing twice its pre-war 
profit. 


Refuting charges that the direc- 
tive will work _ revolutionary 
changes in our economy, Judge 
Vinson said that in war we cannot 
rely solely upon price and profit 
differentials to guide production 
into the most desirable channels. 

Since it is manifestly impossible 
to make production of all items 
equally profitable, he explained, 
“without direction manufacturers 
would naturally produce those 
items which are most profitable, 


even though our war effort might 
suffer.” 


Sees Needs Unfilled 


Since many manufacturers are 
now engaged in war work, or are 
devoting their efforts to goods 
which are more profitable but less 
essential, Mr. Vinson said the 
shortage of basic textiles and 
wearing apparel was so severe that 
we might be unable to meet the 
people’s bare needs. 

“This makes it necessary and 
desirable for the War Production 
Board to extend tighter control 
over the soft goods industry,” he 
said. “This is necessary to secure 
the adequate quantities of those 
items most needed by consumers 
with modest incomes rather than 
to fritter away our precious re- 
sources in the production of 
luxuries and expensive goods.” 

Pointing out that the directive 
requires production at cost only 
when profits are running at least 
twice their pre-war level, Judge 
Vinson said: “I believe American 
manufacturers will be _ content, 
where their general profit situation 
is good, to produce these basic 
needs items for our low income 


Character and Personality Gre geaenmeee 
yet they are very real. Their reqiy i mace. ' 
known in service to others. Thisas as ue Gn” “ 
organizations as of individual: 


In the great Southwest since 1925, KVOO has 


held that service to lgsemers comes first. We a 
believe the limitlessuagmwvays of the skies are i 


ours to use only @igGegaered trust. 


How well weumay have kept faith with this ee 
belief is notf@r us to say. but an ever-increas- , 
ing and consistently responsive audience has ~ ‘ 
been gratifying reward 


Out of 77 Oklahoma coun- 
ties the Northeasterimaa, of. m" 
which Tulsa iS the” Senne 
contain 49.1% of the Siam 
population. Theseg@aaum 

ties, blanketed only , 


through the years. 


sh 


a 


y KVOO, have Oklahoma's 
; highest per capita income. 
: c 
Edward Petry & Co., Inc., National Representatives 
i ee Wy ve ie 


people.” The prices apply only 
when goods are produced under 
mandatory orders of the WPB. 
The program actually went into 
operation Monday when OPA en- 
abled manufacturers of low priced 
women’s and children’s dresses, 
coats and outer garments to re- 
sume production of their cheapest 
line, by providing for small price 
increases to cover increased pro- 
duction costs. OPA regulations 
had previously prevented manu- 
facturers from raising prices or in- 
troducing new lines at a slightly 
higher price. 


RCA Initiates 
New Service for 
Distributors 


Camden, N. J., Feb. 3.—A new 
advertising and promotion service 
for RCA tube and equipment dis- 
tributors, enabling them to utilize 
a series of “key” ads appearing in 
leading business publications, has 
been announced by the Radio Cor- 
poration of America. 

The new service will enable dis- 
tributors to set up regular sched- 
ules for mailing reprints of the ads 
carrying the distributor’s name 
and address. 
ments emphasize that RCA dis- 
tributors are “emergency - elec- 
tronic expediters” who are able to 
offer their customers unusual war- 
time service. 

Commenting on the new plan, 
R. N. Baggs, advertising manager 
of the RCA tube and equipment 
department, said that for some 
time many _ distributors have 
ordered additional quantities of 
reprints of some of the company’s 
ads appearing in industrial publi- 
cations, and it was decided to 
organize this activity on a stand- 
ing order basis. 

The agency is Kenyon & Eck- 
hardt. 


Current advertise-|N 


Bes 


Advertising Age, February 7. Tym 
Adver tisi 
Stews 
| 
Sells 
Plans 
Feb. 9-11. American Manage. 
ment Association, midwinter eat. 
dustrial relations conference, Pal.§ ow fields 
mer House, Chicago. the dis 
Feb. 14. Export Managers Cly) syreement 
of Chicago and Chicago Associa. frigerator 
tion of Commerce, world trade to the Ad 
conference, Hotel LaSalle, Chicago, cago radi 
Association, winter meeting, Hote stewart: 
Sherman, Chicago. is contem) 
Feb. 20-22.—Joint conference of of new pr 
the Advertising Managers’ Bureay Bjsted to it 
New York State dailies, and NewBtivities, in 
England Newspaper Advertising ynit—a d 
Executives Association, Hote|B mobile ar 
Kimball, Springfield, Mass. art of it 
Feb. '22-23. Financial Adverfi details of 
tisers Association, midyear meet. not be di’ 
ing, New York. rt is me 
April 4-6. National Sales Prof hi. mont! 
motion Clinic by the Sales Prof {dentifie 
motion Division of the Nationa mobile ac 
Retail Dry Goods Association years, Ste 
Netherland Plaza Hotel, Cincinnatiff gating its 
April 25-27. American News-Bjines end 
paper Publishers Association, Wal-™§ ynrelated 
dorf-Astoria, New York. field. Hoy 
May 25-27. Associated Busines if warner’s 
Papers, annual spring meeting§ within th 
Westchester Country Club, RyeW geld has r 
-Y. a In arral 
June 4-7. Advertising Federa-M erator an 
tion of America, annual meeting§ will acq 
and second war advertising con-Btools die 
ference, Hotel Sherman, Chicago names in 
June 6-8. Public Utilities Ad- Warner v 
vertising Association, annual meet-§ plant faci 
ing, Palmer House, Chicago. of speedc 
a nee tings, gasc 
Women Plan Grid Dinnergin¢, airy) 
The tenth annual Gridiron din-§” Admiral 
ner of the Women’s Advertising§ sively in 
Club of St. Louis will be held months a 
Thursday night, Mar. 23, in the¥ Continent: 
Gold Room of the Jefferson Hotel.) Corporati 


Mrs. Ray C. Schroeder, associate)} president, 


editor of the Retailers Marketh) 1943 prod 
News, is chairman. was abou 
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Just One 
Daily Paper 
in South Bend 


Mishawaka and 


x & kek k * 


South Bend and Mishawaka are rated by 
the Audit Bureau of Circulations as a 
single city zone. The South Bend Tribune 
has a circulation in these two cities of 
43,521—or 121 percent coverage of the 
is is complete cover- 


The Tribune, the only daily paper in St. Joseph 
County, also dominates the entire surrounding area. 
The total circulation is more than 80,000. 


This is the largest circulation of any paper between 
Indianapolis and Grand Rapids—the largest in North- 


St. Joseph County has more than made its quota in 


money is going out all the time to industrial workers 
—and much of this is being invested for future use. 


This is the outstanding reason why buyers of space 
are becoming more interested in this inviting market. 
It offers great possibilities for the post-war period. 


a The Soulh end Tribune , 


STORY, BROOKS & FINLEY, INC. National Representatives 
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Stewart-Warner 
Sells Two Lines, 


Plans New Items 


Chicago, Feb. 2.—Entry of 
Stewart-Warner Corporation into 
new fields was forecast this week 
py the disclosure of the company’s 
agreement to sell its electric re- 
frigerator and electric stove lines 
to the Admiral Corporation, Chi- 
cago radio-phonograph manufac- 

rer. 

i Stewart-Warner, it was learned, 
is contemplating the introduction 
of new products more closely re- 
jated to its principal lines ofeac- 
tivities, including a home heating 
unit—a development of its auto- 
mobile and airplane heater — as 
part of its postwar preparations. 
Details of the new products will 
not be divulged until after a re- 
port is made to stockholders later 
this month. 

Identified solely with the auto- 
mobile accessory field for many 
years, Stewart-Warner, in liqui- 
dating its refrigerator and stove 
lines, ended an incursion into an 
unrelated and highly competitive 
field. However, whether Stewart- 
Warner’s new products will be 
within the automobile accessory 
field has not been revealed. 

In arranging to buy the refrig- 
erator and stove lines, Admiral 
will acquire Stewart-Warner’s 
tools, dies, patents and trade 
names in those divisions. Stewart- 
Warner will retain its extensive 
plant facilities for the production 
of speedometers, lubricating fit- 
tings, gasoline burning automobile 
and airplane heaters and other 
products. 

Admiral, also engaged exten- 
sively in war work, until a few 
months ago was known as the 
Continental Radio & Television 
Corporation. Ross D. Siragusa, 
))president, said the corporation’s 
} 1943 production of war equipment 
‘was about double its peacetime 
manufacture of radio-phonograph 
combinations with automatic rec- 
ord changers. He said this year’s 
war communications equipment 
rate will greatly exceed last year’s, 
and added that Admiral will be 
prepared to enter the field with 
refrigerators and electric ranges as 
soon as war restrictions permit. 


Appoints Wildrick 


‘ 


nica Films, Inc., formerly known 
as Erpi Classroom Films. 


COLLINS 

MILLER & 
HUTCHINGS 
INC. 


Photo-engravers in Chicago 
207 North Michigan Avenue 


FRANKLIN 
9854 


Television Group 
Elects Officers 


New York, Feb. 1.—Allen B. 
DuMont, president of Allen B. 
DuMont Laboratories, was elected 
president of the newly formed 
Television Broadcasters Associa- 
tion at a meeting of the organiza- 
tion committee here Jan. 29. The 
trade association was proposed 
when the Society of Television 
Engineers met in Chicago last 
month (AA, Jan. 24). 

Other officers elected were: 
Lewis Allen Weiss, Don Lee Net- 
work, vice-president; Jack Poppele, 
Station WOR, New York, assist- 
ant secretary-treasurer. 

Directors elected for three years 
include O. B. Hanson, NBC; E. A. 
Hayes, Hughes Tool Company, and 
Paul Raibourn of Paramount Pic- 
tures. Elected as directors for two 
years were Worthington Miner, 
CBS; Robert L. Gibson of General 
Electric Company and Lewis Allen 
Weiss. Directors for one year: 
F. J. Bingley, Philco Corporation; 
Allen B. DuMont, and E. W. Mason 
of Earle C. Anthony, Inc. 
Committees formed included 


publicity, with Robert L. Gibson 
as chairman; engineering, with 
F. J. Bingley in charge; and pro- 
gram, headed by Worthington 
Miner, which will study, develop 
and improve programs and tech- 
nical equipment. 

Also, a postwar planning com- 
mittee was formed to study the 
effect of television on potential 
employment and its use as a public 
service medium for entertainment 
and educational purposes, with 
Paul Raibourn as chairman. 

Mr. DuMont announced the or- 
ganization expects to form a tele- 
vision manufacturers’ committee 
from among its associate members 
to resolve and integrate television 
manufacturing problems with 
broadcasting problems. On invi- 
tation of the Radio Technical 
Planning Board, the organization 
voted to join the RTPB as a spon- 
soring member. 


Moss & Arnold Moves 


Moss & Arnold Company has 
taken larger quarters at 7 E. 44th 
St., New York 17. The agency 
is headed by Nat Arnold and 
Stanley Moss. 


NEED pw 
COVERS 


DO THIS!.... 


Get in touch with us as soon as possible — don't wait 
until you have worked out all the other details — be- 
cause stock is now the important thing. Very prob- 
ably, we can give you what you want, but it certainly 
won't be long before we'll have to offer less desir- 
able alternatives. 

Since deliveries take so much longer than formerly, 
we'd like to work with you while your requirement is 
still in the planning stage. In this way we'll help you 
find a practical solution to your problem —AND WE 
CAN STILL GIVE YOU GOOD COVERS. 


BEAVERITE PRODUCTS, INC. 


31 DE WITT STREET, BEAVER FALLS, NEW YORK 


Clad in the shining armor of determination, the 
soul of America emerged from the blood-stained 
snows at Valley Forge. Under the tutorage of 
Washington, LaFayette and Von Steuben, un- 
trained, ill-clothed and poorly armed colonial 
levies became a disciplined army. Through hard- 
ship and travail, men of indomitable will and 
courage marched to triumph at Yorktown. 


LETS 4@ BACK © 
THE ATTACK 


The trade-mark or brand: name you have patiently built up through 
the years with the expenditure of countless hours of thought and 
labor—and a fortune in money—will soon fade from the public’s mind 
and memory, unless you take the trouble to keep it a living thing. 


Don’t give up your established contacts that you'll need for post-war 
business. Keep your name and wares before tomorrow’s buyers 
through constant, effective, point-of-purchase reminders today. 


ARVEY CORPORATION 


SERVING AMERICA’S ADVERTISERS SINCE 1905 


CHICAGO ad DETROIT e JERSEY CITY 
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“AMMTING HEM 
AT OM AMI 
(2000 POST 
ASTHUINT MARE 


Equipment Depletion Tremendous 


Right now, this vast market has 
$1,242,849,000 to spend—in ren- 
ovation and replacements alone 
—and the sky’s the limit. Amer- 
ican restaurants need everything 
—in million lots. They would 
spend this vast sum tomorrow— 
and they will, as soon as Uncle 
Sam gives the word. If you wait, 
you will miss the boat. The time 
to go after this rich market is 
not “postwar” but now. 


All figures from preliminary report of U. 8. 
Chamber of Commerce restaurant survey. 


STUDY THESE FIGURES SEE FOR YOURSELF 
THE TREMENDOUS SCOPE AND DOLLAR VALUE 


OF THE RESTAURANT REPLACEMENT MARKET 


Wed 


89°, intend to make the fol- 
lowing interior decorative 
improvements: Point, lay 


62% expect to build new 
store fronts, erect new signs, 
build odditions, install insu- 


lotion ond remodel public | composition flooring; buy 

rooms and new furniture, corpets, up- 
holstering ond drapes. 

Ae di, post ote a Anh Ai. post " s 
$313,252,000 $462,892,500 


HUNG) 


60% will renew their heavy 
clequip tos 
follows: Heating ond plumb- 
ing. power plants ond retri 
aration, elevators, oir condi. 
tioning, sound proofing. 


aie 


45.5%, will re-equip the fol- 
lowing deportments with new 
ond improved functional 
equipment: Laundries, kitch- 
ens, dining rooms, offices, 
ond, in some coses, water 
softener systems. 


An immediote postwe: morket of 
$142,362,500 


dotemeds aia 
$324,342,000 


How to Sell This Market Now 


Yes, now is the time—not ‘“‘when 
the time comes.”’ And the way 
to sell this market is to talk to 
restaurant men in their own 
special restaurant - business 
magazines —which they read 
regularly for profit-making 
ideas. 


For a few thousand dollars—a 
very few—you can cover this vast 
$1,242,849,000 market. Wide- 
awake manufacturers are in the 
field already. Delay until later 
may cost you many times what 
you’d spend today. The facts 
won’t cost you anything. 


Ahrens Publications: 


RESTAURANT MANAGEMENT 


HOTEL MANAGEMENT + HOTEL WORLD-REVIEW 
71 Vanderbilt Avenue, New York 17, N. Y. 
333 North Michigan Avenue, Chicago 1, lil. 


Representatives: Blanchard-Nichols-Osborn, 
805 C & S National Bank Bldg., Atlanta 3, 
Ga.; Blanchard-Nichols, 100 Bush St., San 
Francisco 4, Calif.; Blanchard-Nichols, 448 
South Hill St., Los Angeles 13, Calif. 


cester, Mass., dropped in to see the gang at the studio recently 
while home on a short furlough after finishing a gunnery school 
course at Norfolk. .. Herman Maxwell, WOR account executive be- 
fore joining the Navy, recently graduated from the Keystone naval 
training scHool in Bedford Springs, Pa. He was the only member 
of the class named to stay at the school as an instructor... 

Jack Reilly, Detroit mgr. for Metropolitan Sunday Newspapers, 
renewed a lot of old friendships in Chicago recently, when he re- 
turned to his former stamping ground to assist his organization 
in staging a gigantic luncheon at the Blackstone Hotel. . . When 
A. G. Ensrud, of the media department of J. Walter Thompson Com- 
pany, gets in a reminiscent mood, he recalls that he got his start 
with the agency as a member of the research division. On one 
occasion, he invaded the cloistered library of the University of 
Chicago and slipped some startled co-eds questionnaires on their 
attitude toward a not well enough known soap... 

J. Roland Kay, Chicago specialist in export advertising, picks 
Egypt as today’s No. 1 overseas market. . . Col. Kennett Hinks, who 
spent several years in Berlin as the manager of the J. Walter 


PLAN RED CROSS AlD—Talking over plans to raise its share in the national 
campaign, are members of Greater New York's 1944 Red Cross War Fund. 
Left to right: James M. Cecil, president of Cecil & Presbrey, and chairman 
of the fund's committee on public information; James E. Sauter, executive 
director, United Theatrical War Activities Committee, who will head the Red 
Cross theatrical liaison division group; J. P. Stevens, chairman of the War 
Fund, and Eugene Bannvart, vice-president of The Biow Co., and chairman of 
the Red Cross radio bureau. 


Thompson office, is impatiently marking time in Washington, D. C., 
pending arrival of the Yanks in the Reich capital. . . 

Wesley K. Nash, head of the St. Louis agency of that name, is 
still bragging about Nancy, his third daughter, who arrived Jan. 
ae 


Capt. E. P. H. (Jimmy) James of the Army air forces, former 
NBC and Blue promotion genius, has just advised friends of the 
arrival, in Harrisburg, Pa., Hospital on Jan. 3 of Wyatt Edgar 
Frederic James, with 7 lbs. 6 oz. of fighting weight to help him 
carry all those initials... 


Hicks Advertising Agency, New York, founded in 1869 by Wil- 
liam Hicks, observes its 75th anniversary this month. Specializing 
on accounts in the fashion and textile fields, the agency has been 
headed by Francis Marquis since 1925, when he bought a half in- 
terest in the organization, becoming sole owner in 1930. . . On 
Feb. 4 Miller McClintock, pres. of Mutual, departed for a month’s 
visit in Mexico, where he will look in on the stations of Radio 
Mil, Mutual’s 32-station outlet in that country... 


Bill Parker, sales promotion and publicity dir. of WBT, Char- 
lotte, N. C., and pres. of the local Junior Chamber of Commerce, 
has been given the Distinguished Service Award as the city’s out- 
standing young civic leader of 1943. . . Henry P. Johnston, gen. 
mgr. and v.p. of WSGN, Birmingham, has been reelected to the 
board of Planters & Merchants Bank of Uniontown, Ala. . . 


K. D. Ewart, ad. mgr. of the Country Guide, Winnipeg, thinks 
some sort of record has been set by the appearance, on the King’s 
New Year’s Honors List, of three individuals connected with his 
organization. Col. P. M. Abel, one of the publication’s editors 
until he went overseas three years ago, was honored with an 
O. B. E.—Order of the British Empire—Military Division; Lt. 
Comdr. Gerry Law of the Royal Canadian Navy, son of the pres., 
R. S. Law, was promoted to the rank of commander; and F/O 
Patricia Griffin of the woman’s division, RCAF, was given an 
M. B. E.—Member British Empire—Military Division. Miss Griffin 
is the daughter of Harry Griffin, ad mgr. of Country Guide’s parent 
company, United Grain Growers Ltd... 


S. M. Brooks, pres. and treas. of the S. M. Brooks Advertising 
Agency, Little Rock, Ark., has been elected chairman of the board 
of the Little Rock branch of the Federal Reserve Bank of 
St. Louis. . . Arthur Davidson, sec’y. of Harley-Davidson Motor 
Co., was chosen “man of the month” by the Milwaukee Ad Club, 
and given a life membership in the club... 


Harold Crary, v.p. in charge of traffic, and B. B. Cragg, director 


of sales of United Air Lines, were presented with diamond-set pins 
last week in honor of their 15th anniversary with the company... 

Although she is the 85th member of the National Geographic’s 
organization to have completed 25 years of service, Dolores J. 
Conaty, of the magazine’s New York ad staff, is the first member 
in that territory to have attained that distinction, which was 
marked on Feb. 1 when a gathering of her associates and friends 
in the New York office of the Geographic presented her with the 
society’s silver anniversary certificate and personal gifts. . . 

And Gene Flack, Loose-Wiles trade relations expert and unin- 
hibited platform orator, has a new definition of a super-salesman: 
A man who can sell a double-breasted suit to a guy with a Phi 
Beta Kappa key... . 

The story of Bill Paley’s first experience under fire is recounted 
in a letter received by Leslie Atlass, of WBBM, from Col. J. O. 
(Buck) Weaver, and printed in “Mail Bag,” CBS house organ. The 
Columbia pres. is on an overseas assignment for OWI... 


Bright Postwar 
Future Is Seen 
for Direct Mail 


Chicago, Feb. 2.—Direct mail 
will face its greatest opportunity 
in the postwar period when this 
speedy, flexible medium can help 
reestablish markets and end sell- 
ing confusion, Elon G. Borton, 
director of advertising, LaSalle 
Extension University, said today 
in a speech before the Direct Mail 
Advertising Club of Chicago. 
Productive capacity will be 
greater than ever before, as well 
as consumer buying power, but the 
seller’s market will be “a market 
of indescribable confusions and 
problems,” he warned. Consumer 
tastes and habits have changed; 
many dealer organizations have 
disbanded or shifted to new prod- 
ucts; manufacturers may find it 
impractical to go back to former 
products; and “practically every 
sales organization is shot to pieces 
and will have to build up again,” 
he said. 

“Direct mail, then as now, can 
partially fill the gap,” Mr. Borton 
said. “It requires much less per- 
sonnel than personal selling and 
this personnel can be developed 
quickly. Direct mail is highly 
flexible—can be prepared and dis- 
tributed quickly and easily. It 
lends itself well to the testing we 
will all have to do in the postwar 
selling confusion.” . 

While this medium faces the 
probability of higher postal rates 
and continued shortage of paper 
for some time to come, he added, 
newspapers and magazines also 
will be short on paper and will not 
be able to carry much if any more 
advertising than now. 

The war situation is almost 
“made to order’ for direct mail, 
he said, but its use in the first nine 
months of 1943 did not increase as 
much as most other media. He 
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urged a return to the basic prin. 
ciples—the message and the way 
it is worded—in making the mog 
of restricted paper supplies. 

An associate of Mr. Borton’s a 
LaSalle Extension University, D.J 
Collins, was elected president of 
the club for 1944, succeeding J. B 
Mannion, Austenal Laboratories 
Three vice-presidents were name¢: 
Robert Stone, American Bandage 
Corporation; O. V. Hessell, John 
Swift Company; and Scott Moore 
Blomgren Bros. Howard Scaman, 
John Maher Printing Company, 
was named secretary and Mrs 
L. R. Vickers, Gillette Publishing 
Company, was reelected treasurer. 


Krieger Joins WOXR 

Robert Krieger, for the past 
seven years a member of the ad- 
vertising department of the Ney 
York Times, has joined Station 
WQXR, New York, as an account 
executive. 


Appoints Seippel 

John H. Seippel has been named 
vice-president and general man- 
ager of the Hoffman Specialty 
Company, Indianapolis, maker of 
vent valves, traps and other steam 
and hot water system automatic 
controls and specialties. 


Lamb Joins Fertig 


Dorothy Lamb, who has oper- 
ated her own agency for the past 
four years, has joined Lawrence 
Fertig & Co., New York, where she 
will serve in a general executive 
capacity. 


MULTIGRAPHINC—FILLING-IN 
ADDRESSING,— MIMEOGRAPHING 


THE LETTER SHOP, Ine. | 


431 S. Dearborn St., Chicago Wab. 8655 


DETECTIVE GROUP 
PUBLISHING COMPANY, INC. 
149 MADISON AVENUE, New Yof 


| and b 
oo 


Advert sin 


NBC ° 
Clinic 
Feb. 2 


New Yo 
those ol Pp 
NBC exe 
speakers, § 
nual War 
NBC, begi 
York and 
cities, hav 
William S. 
in charge 
time for | 
full explo! 
including 
clinic will 
in each ci 

Niles Tr 
will open 
a welcoml 
a conferer 
of affiliate 
by one or 
stations {| 
committee. 
who will 
mell and | 
jects are 
president 
Charles H 
vertising 
Russell, v 
at Washir 
manager, 
ment; 

William 
news and 
B. Hickox 
ager, pres: 
son, vice- 
engineerin 
director o 
and reseal 
vice-presi 
grams; Ja 
director of 
tion; and 
"public ser 

The itin 
is as foll 
28-29, W 
Ga., Mar 
Hotel; Da 
Hotel; C 
Drake Ho 
20-22, Bil 


Leaves 
Open C 


BE. L. 
kard, wh 
been with 
gel, Inc. 
cago, fe 
past 33 
for the p 
as vice - 
dent of s 
and adver 
has resigy 
establi 
Own offic 
333 N. 
igan Avy 
merchand 
marketing 
He will 
of the ma 


IMcMill: 
David 
with the « 
industria] 
C. MacLs 
and the 
the MacL. 
Montreal, 
ant to his 
of the Vv 
Pany, Tor 


ie ; e : a rs ee i athe i haa Be ee ee | 
. Y Eo Gelling Tevejaguh = | 
ss Vt Lt. Edward S. Crocket (jg), former salesman with WAAB, Wor-| . 
a | | 
Be ee ’ 
a ——_ 
| i ‘ 2 : 
; w» Be 
, | 
i a —— 
oa ° 
aol - a 
i hs 
P | ig : 
P ee A S U. S CA Tae circulation : 
’ | the e 3 
oe seld--°° 
on 3 ct Dete 
_ in the Fa { 
: . 9 , 
: 1 0 2 | 
pe Se | | , apc—12/49) 
* nus 
r A vA @/ largest circulation bo 
a the : ield --* °° 
- he Fact perective m 
™ in ’ 9 O 
’ ee 
as of 
ss Ree 
| o — a e ble 
“— e n 
Se red positio s availa \A di 
r scin 
ate 4 sii national advertising ME 
: | | é hum 
- : > = _— and 
= ty eas: - Size 81), 
. ae DELL a. 
i ‘ 
‘ ; 3% | Your lette 


Advertising Age, February 7, 1944 


NBC Third War 
Clinic to Begin 
Feb. 28 in N. Y. 


New York, Feb. 3.—Similar to 
those of previous years, in which 
NBC executives are featured 
speaker's, sessions of the third an- 
nual War Clinic, conducted by 
NBC, beginning Feb. 28 in New 
York and proceeding to other 
cities, have been announced by 
William S. Hedges, vice-president 
in charge of stations. To allow 
time for detailed discussion and 
full exploration of vital subjects, 
including FM and television, the 
clinic will continue for three days 
in each city. 

Niles Trammell, NBC president, 
will open each city’s session with 
a welcoming address followed by 
a conference with representatives 
of affiliated stations presided over 
by one or more members of NBC’s 
stations planning and advisory 
committee. Other NBC executives 
who will accompany Mr. Tram- 
mell and speak on pertinent sub- 
jects are Roy C. Witmer, vice- 
president in charge of sales; 
Charles Hammond, director of ad- 
vertising and promotion; Frank M. 
Russell, vice-president in charge 
at Washington; W. Burke Miller, 
manager, public service depart- 
ment; 

William F. Brooks, director of 
news and special events; Sheldon 
B. Hickox Jr.; John McKay, man- 
ager, press department; O. B. Han- 
son, vice-president in charge of 
engineering; Philip I. Merryman, 
director of facilities, development 
and research; Clarence L. Menser, 
vice-president in charge of pro- 
grams; James M. Gaines, assistant 
director of advertising and promo- 
tion; and Dr. James R. Angell, 
public service counsellor. 

The itinerary of the War Clinic 
is as follows: New York, Feb. 
28-29, Waldorf-Astoria; Atlanta, 
Ga. March 5-7, Henry Grady 
Hotel; Dallas, March 9-11, Baker 
Hotel; Chicago, March 13-15, 
Drake Hotel; Los Angeles, March 
20-22, Biltmore Hotel. 


Leaves Spiegel to 
Open Own Office 


E. L. Swi- 
kard, who has 
been with Spie- 
gel, Inc., Chi- 
cago, for the 
past 33 years, 
for the past 13 
as vice - presi- 
dent of sales 
and advertising, 
has resigned to 
establish his 
Own offices at 
333 N. Mich- 
gan Ave., as 
merchandising, advertising and 
marketing specialist. 

He will continue as a director 
of the mail order house. 


McMillan to Walsh 

David McMillan Jr., formerly 
with the Citizen, Ottawa, Ont., the 
industrial paper division of Hugh 
v. MacLear, Company, Toronto, 
and the trade paper division of 
the MacLean Publishing Company, 
Montreal, has been named assist- 
ant to his father, David MacMillan, 


of the Walsh Advertising Com- 
pany, Toronto. 


E. L. Swikard 


IMONTHLY 
\Advertising 
MESSAGES 
humanly written 
and illustrated 


Size 81/.x11, ready for reproduction 


$100 


Your letterhead brings you specimens 


Walter Koch 


THREE BARNS, Stormville, N. Y. 


Radcliffe Promoted 


Vernon Radcliffe, radio produc- 
tion manager for the American 
Institute of Food Products, New 
York, has been promoted to vice- 
president. He will be in charge 
of all Institute radio programs, 
among which is the Dr. Eddy’s 
Food and Home Forum heard over 
WOR, New York, five times daily, 
and now in its fifth consecutive 
year. Mr. Radcliffe was with NBC 
for eight years as a director of 
many outstanding network shows. 
— Eddy is president of the Insti- 
ute. 


Loeb Named V. P. 


Lester A. Loeb has been ap- 
pointed a vice-president of Charles 
M. Storm Company, New York. 
He operated his own agency for 
21 years prior to joining Storm a 
year ago. 


Gaughan to Meneough 


John M. Gaughan, formerly pro- 
motion manager of the Des Moines 
Register & Tribune Syndicate, Des 
Moines, Ia., has joined the Me- 
neough Advertising Agency, Des 
Moines, as an account executive. 


Blatz Schedules 
Biggest Campaign 
for Premium Beer 


(Picture on Page 63) 


Milwaukee, Feb. 3.—Heartened 
by steadily climbing sales of its 
premium product, Blatz Pilsener 
beer, Blatz Brewing Company has 
scheduled its biggest consumer 
advertising campaign in history 
for 1944, embracing national mag- 
azines, newspapers, outdoor and 
car cards. 

The company, acquired this win- 
ter by Schenley Distillers Corpora- 
tion in an expansion move, did not 
become a national magazine ad- 
vertiser until 1939, when it first 
used black and white and two- 
color half pages. During the com- 
ing year, it will run frequent full 
color pages in Collier’s, Cosmo- 
politan, Liberty and Life, as well 
as smaller black and white mes- 
sages in 20 other magazines. 

Magazine copy will be followed 
with similar appeals in 175 major 
markets, using newspapers and 
panel posters, and car cards in 
some cases. Laying the founda- 


tion for expansion of its sales vol- 
ume after the war, the company 
also has started a sales and mer- 
chandising drive. The story of 
growing Blatz acceptance by con- 
sumers will be told to distributors 
and dealers in trade publication 
space and through use of a direct 
mail “news bulletin.” 

Opening copy, breaking this 
week in magazines, again features 
the Blatz “good taste” theme. Suc- 
cessive ads will include both name 
appeal and the pretty girl illustra- 
tions used previously with success 
by the brewer. 

Henri, Hurst & McDonald, Chi- 
cago, directs the account. 


Hoefler Advanced 


Ray L. Hoefler has been named 
general manager of Zenith Radio 
Distributing Corporation, Chicago 
area distributor for Zenith radi- 
onic hearing aids and other prod- 
ucts of Zenith Radio Corporation. 
He succeeds R. E. McGreevy. A 
member of the Zenith factory field 
sales organization for several 
years, Mr. Hoefler came to Chicago 
recently to devote his time to the 
company’s postwar distribution 
program. 


55 
Ayer Adds Three 


Robert F. Harrel, Francis Mcll- 
henny Stifler and Shelton R. Houx 
have joined N. W. Ayer & Son. 
Mr. Harrel was formerly with the 
advertising and general informa- 
tion department of the New York 
Telephone Company, and joins the 
agency’s copy department. Mr. 
Stifler, formerly manager of the 
Phipps properties in Pittsburgh, 
joins Ayer’s Detroit office, and Mr. 
Houx, formerly with Station 
WBB\MM, joins the Chicago office. 


To Reach{Farm Women— 


reach the 14,000 Offi- 
cial Women Field 
Leaders — Home Eco- 
nomics Teachers and 
Home Demonstration Agents 
who influence buying practice 


for improvement of Home and 
.\Farm. Write for data. 


79,000—cca 


all 139 N. Clark St. 
| CHICAGO 2~ 


your line. 


ee 


Tearsheets of competitive national advertising 
give you useful information in measuring the 
advertising effort in use by others. 


ACB tearsheets are complete pages and superior 
to clippings in that they show location and 
position. You may order tearsheets on a country- 
wide coverage of all daily newspapers; or 


NEW YORK (16), 79 Madison Avenue e 


TEARSHEETS 


—the basis of 
newspaper 
advertising 

research 


ACB offers a dozen useful research services. 
Some are of great value to salesmen. Others are 
important to the men who determine business 
policy. All these ACB services use the tearsheet 
as the basis of research. 


Where desired, we furnish tearsheets and your 
own staff may carry out the compilations, tabu- 
lations and other work covered by our services. 
The tearsheet is a rich source of obvious fact— 
and the premise for accurate deductions. 


We can furnish tearsheets of dealer advertising 
—your own or competitive. These enable you 
to follow the details of retail merchandising in 


CHICAGO (5), 538 South Clark Street o 


of Obvious Facts—And 
the Premise for Accurate Deductions 


coverage by specified areas; also by specified 


stores or type of outlets. 


TYPICAL ACB RESEARCH SERVICES 


Dealer Tie-in Reports. Checks dealer cooperation on your 


brand and/or your competitor’s brand. 


Schedule Listings. Daily review of any new schedules or 
insertions appearing in daily newspapers. 

Scrap Book Service. A complete ready reference of speci- 
fied competitive national and/or dealer advertising. 
Kept constantly to date by a special service arrangement. 
Advertising Allowance Service. Verifying insertion, size 
and rates on each paper claimed. Recommended by 


dealers and manufacturers alike. 
Unduplicated Copy Service. 


Gives you, as they appear, 


new copy themes—new products—uses—new ideas for 


manufacture, advertising, selling. 


Also... various other services requiring research on 
national or local advertising appearing in any of the 1,821 


daily newspapers published. 


“The 


| B * on en SS <M eee 


ADVERTISING 
CHECKING BUREAU 


Free: Catalog of ACB Research Services. 


w | 


INC. 


is 


SAN FRANCISCO (5), 16 First Street 
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Herbert F. Zimmerman, traffic 
manager at Needham, Louis & 
Brorby, Chicago, has been in- 
ducted into the naval reserve as 
an apprentice seaman. Before 
joining NL&B he was with Black- 
ett-Sample-Hummert for 13 years. 
William H. Ohle, account execu- 
tive of the same agency, has been 


t 


SPACE BUYER 
OPPORTUNITY 


Lending national advertiser 
requires space and time buyer 
with spot experience particu- 
larly — 5 day week — office 
closes daily 4:30. Reply with 
salary expected. Experience. 
References treated confiden- 
tially. This is a permanent 
position, 


Box 4566, Advertising Age 
330 W. 42nd Street 
New York 18, N. Y. 


commissioned a lieutenant (jg) in 
the naval reserve and reports to 
Princeton University Feb. 25. 


the Chapman Advertising Agency, 
Detroit, has been promoted to ma- 
jor in command of the 2nd bat- 
talion of Michigan state troops. 

Clay Coe of the sales staff of 
Station WSGN, Birmingham, Ala., 
has joined the Merchant Marine 
and is reporting to St. Petersburg, 
Fla., for training. 


Joins Kiesewetter Statf 


at Lansburgh’s Washington de- 


staff of H. M. Kiesewetter Adver- 
tising Agency, New York. 


Mutual Billings Up 


any one month 


was $992,104. 


Capt. Carl H. Chapman, head of 


cash with order. All 


The Advertising Market Place 


The rates for this department are as follows: “Help Wanted,” 
“Positions Wanted,” “Representatives Wanted,” and “Represen- 
tatives Available,” 30 cents a line, minimum charge $1. 
other classifications (single 
rates): % in., $2.75; 1 to 3 in., $4.75 per inch. 


Terms 
insertion 


HELP WANTED 


HELP WANTED 


Janet Mears, formerly copy chief 


partment store, has joined the copy 


An all-time high in billings for 
is reported by 
Mutual Broadcasting System with 
a gross of $1,760,299 for January, 
an increase of 77.4% over the same 
month last year, when the figure 


Advertising Research Ad Promotion 
Prepare market surveys, assist in 
promotion, handle production of 
mailing pieces, etc. Chicago Loop 
office of publishers in food field. 
Give full details, draft status, salary 
desired. 

Box 4565, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill, 


Would you like to help edit this 
paper? ADVERTISING AGE needs 
an editorial man or woman on its 
New York staff. Write Warren Bas- 
sett, ADVERTISING AGE, 330 W. 
we 7 eee New York 18, or call BR. 
9-6431. 


Secretary to Sales Manager of Chi- 
cago manufacturing concern. Alert, 
efficient girl with direct mail experi- 
ence required. Ability to write own 
letters, handle all secretarial duties. 
Job with future. State salary, age, 
education. 

Box 4560, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


‘+ Sil 


Town Americ 


GRIT PUBLISHING CO., Williamsport, Pa. 


. : ) ee la 
= a Sons 


a’s Greatest 


Family. 


Weekly. 


co aa 


Advertising man to sell and develop 
new accounts, also handle copy and 
contact on present accounts for 
medium - sized Detroit advertising 
agency. Adequate salary to start, 
with deal that automatically in- 
creases earnings as billing grows. 
Agency is well-established, with 


good record of performance for 
clients. Give experience, salary re- 
quired. 


Box 4559 ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


ADVERTISING MANAGER 
Man or Woman 
WANTED 

Exceptionally well qualified adver- 
tising man or woman to take charge 
of Advertising Department of promi- 
ment men’s and women’s wearing ap- 
parel retail store. Knowledge of 
newspaper layouts and radio con- 
tinuity essential. Unusual oppor- 
tunity. Telephone Wentworth 5980 
for appointment. 

MORRIS B. SACHS 
6638 S. Halsted St., Chicago 


SECRETARY (Confidential). Unusual 
opportunity for intelligent woman 
to eventually become executive as- 
sistant to General Manager of 68 
year old publishing firm located in 
Elgin, Ill. (35 miles N. W. of Chi- 
cago). Must have exceptional ex- 
perience record. Salary commen- 
surate with importance of position. 
Good post-war future. High-type 
personnel. Private office, good light 
and clean surroundings. Must locate 
in or near Elgin. This is an excep- 
tional opportunity for a capable per- 
son who knows how to get along 
with people. All replies held in 
strictest confidence. Reply stating 
age, experience, ete. 
Box 4561, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 


Opportunity for Advertising Writer 
With Practical Knowledge 
Of Hotel Operations 

Long established service-publishing 
organization has important position 
open to right person. Exceptional 
present and post-war possibilities. 
State both advertising and hotel ex- 
perience. Beginning salary $5000 
yearly. 

Box 4557, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


POSITIONS OPEN 
We specialize in advertising person- 
nel, male and female. Positions now 
available with advertisers, agencies, 
publishers and in radio. Transac- 
tions confidential. No registration 


fee. 
FRED MASTERSON 
Sinclair Masterson Personnel 
310 S. Michigan Avenue, Chicago, Ill. 


WANTED 
Magazine Advertising Representa- 
tive to travel the midwest... 
Must be a man of experience with a 
Class-A record. The opportunity is 
good... The weekly magazine which 
he will represent is well established 
... The type of man desired is one 
who without urging will adapt him- 
self to present conditions and com- 
petently employ his time in main- 
taining old accounts and developing 
new accounts in both the consumer 
and industrial fields ... If you are 
interested please write full particu- 
lars about yourself to 
Box 4562, c/o ADVERTISING AGE 

100 E. Ohio St., Chicago (11) 


Advertising Manager 

Large mid-west independent meat 
packer selling wide line manufac- 
tured and fresh meats wants Ad- 
vertising Manager. Experience in 
food lines required. Excellent op- 
portunity. State experience, salary 
requirement, and location. 

Box 4524, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 
George Williams 
COMMERCIAL PERSONNEL 
Advertising & Publishing Positions 
209 S. State St. Chicago, Ill. 
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POSITIONS WANTED 


Advertising Secretary—Woman with 
unusual secretarial backgroun@ 
rare experience meeting people, bes 
lieves she would be valuable to ims 
portant advertising executive. Une 
questioned references. Salary re 
quired $200 month. 

Box 4564, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Il, 


SITUATION WANTED: Past exper 
ence editor and publisher, saleg 
manager, printing estimator. Wel]. 
rounded printing and publishing 
background. Desires Chicago cons 
nection with publication, Agency of 
with printing or manufacturing firm, 
Recently honorably discharged from 
armed services. Age 39. More ins 
terested in right connection than ig 
starting salary. Now available. 
Box 4563, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, ill, 


Situation Wanted: Past experiengge 
sales promotion manager and saleg. 
man—intangibles, also Point-of-Saleg 
Advertising, creative and sales 
through National Advertisers and 
others. Good Personal volume of 
sales. Would make good pinch-hitter 
and hard-worker for interests of em. 
ployer. Exceptional references. 
Box 4544, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill, 
Word Magie for Sale 
Creative writer, with 16 years varied 
advertising experience, wants posij- 
tion with Agency that judges abilit 
by performance. Master of sound, 
confidence - building presentations, 
Artist at ballyhoo, Expert with sales- 
compelling phrases, scalpel - sharp 
logic, interest-arousing sentences, 
and words loaded with “buy-me” 
urge. usveresey graduate; 37 years 
on earth; married, plus one child; 
draft-proof. Special price to induce 
quick action, $6,000 per year. 
Box 4567, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


Advertising Executive 
Space Salesman i U 
Seeks position with publication First ( 
agency or manufacturer where abil- ———_ 


ity to plan, to write, to create, to pro- 
mote, sell and manage advertising 
counts, 14 years retail, newspaper 
and publication experience. Salary 
requirement $4,000 to $6,000. Now 
employed with trade publication, A-1 
references. Age 39. Married. : 

Box 4540, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


BUSINESS OPPORTUNITIES 


QUESTION! 

Can I buy into a trade or business 
publication that can stand expan- 
sion, and will welcome new person- 
nel with promotional ideas? Mid- 
western weekly preferred. Henry 
Paulman, 3705 Field Building, Chi- 
cago. 


Business Opportunities — Wonderful 
opportunity for advertising man and 
wife to purchase or rent Lebanon 
Warm Springs Hotel, Lebanon 
Springs, N. Y. Water famous for 
its medicinal qualities — especially J 
calcium. 600 gallons per minute. 5} 
sunken pools, 1 extra large pool, 10 
baths and rubbing room, 14 bed- 
rooms. Loretta K. Glennon, 23 Brad- 
ford St., Pittsfield, Massachusetts. — 


MANUFACTURERS—What have you 
for post-war sale and distribution? 
We have large plant and equipment 
prepared to warehouse and ship your 
product nationwide. Our sales and 
advertising department will plan 
sales and merchandising or co-oper- 
ate with you if already established. 
Write fully for interview. 
Granville Class, President 
CONSOLIDATED MANUFAC- 
TURING CO. 
519 No. Findlay St., Dayton 3, O. 


REPRESENTATIVES AVAILABLE 


PUBLICATIONS WANTED: Estab- 
lished publisher desirous of increas- 
ing his string of trade paper publi- 
cations will consider outright pur- 
chase of existing magazines. Give 
full details covering field, location, 
size and circulation. 

Box 4558, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


Experienced trade paper representa- 
tive covering north central states 
can adequately handle one more 
good publication on a straight com- 
mission basis. Capable of giving 
representation that will build an 
hold a profitable volume of business. 
Box 4549, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 


initia. 


—— 


HAVING 


With the war-born business 


applicants? 


advertising men. 
one to fit your need. 


Men and Jobs." 


GETTING THE RIGHT MAN? 


afford the time-consuming luxury of interviewing mill-run 


Our files contain hundreds of background pictures of 
copy writers, account executives, production and other 
We "screen" them to select the exact 


Write or phone for our free booklet, "How to Match 


SALES OPPORTUNITIES 


PERSONNEL CONSULTANTS 


“Matching men and jobs” 
8 SOUTH MICHIGAN AVENUE 
Phone ANDover 3129 
(Solid firms seeking sound men only are solicited) 


TROUBLE 


problems of today, can you 


CHICAGO, ILL. 
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J. H. Ryan Named 
fo Succeed Miller 
as NAB President 


(Continued from Page 1) 
tor of broadcast advertising, and 
Willard D. Egolf, assistant to the 
president, will accompany Mr. 
Arney on the district tour. 


Miller Reviews Record 


The retiring president, in a 
formal statement wishing Mr. 
Ryan a successful administration, 
recalled that when he took the 
helm in July, 1938, the NAB was 
reorganized to help solve such 
problems as “ASCAP’s monopolis- 
tic control of music.” 

“By the creation of Broadcast 
Music, Incorporated, we broke 
Ascap’s monopoly and provided a 
competitive market in music at an 
annual saving to the industry 
of approximately $4,000,000,” Mr. 
Miller said. Also during his 
regime, despite opposition within 
the ranks, he listed these accom- 
plishments: Adoption of the NAB 
code; successful opposition to the 
claims of AFM President James C. 
Petrillo; inauguration of the NAB 
department of broadcast advertis- 
ing; cooperation with government 
agencies in fighting the war; and a 
steadily increasing membership, 
now at its peak. “This is a record 
of accomplishment of which we 
may all be proud,” he said. 

That a new president was to 
come in 1944 was made fairly ob- 
vious last July when the NAB 
board appointed the six-man nom- 
inating committee. William B. 
Lewis, former CBS vice-president 
and now executive vice-president 
of American Network, Inc., was 
mentioned then as Mr. Miller’s 
successor, but withdrew his name 
from consideration, appealing for 
industry unity. Two previous at- 
tempts to replace the president 
failed in 1942 after he had become 
embroiled in a series of contro- 
versies with FCC Chairman James 
L. Fly, who charged that the net- 
works dominated NAB. 

Mr. Miller, who also is presi- 
dent of BMI, said he has no imme- 
diate plans for the future. 


O'Fallon Protests Action 


Action on the paramount issue 
was completed by the board yes- 
terday despite charges that elec- 
tion of Mr. Ryan was being 
rushed. Outspoken in opposition 
to the procedure was Gene O’Fal- 
lon, manager of KFEL, Denver, 
who telegraphed the nominating 
committee members that this 


Such An Opportunity for 
a Young Advertising Man 
Rarely Presents Itself 


One of the nation’s largest pub- 
lishers (in New York) needs 
a saies-minded advertising 
“comer” to fill the position of 
Assistant Sales Promotion Man- 
ager in its Aviation Publishing 
Division. If yuu have the vision 
to see beyond the nominal start- 
ing salary ($3,000)—if you wish 
to establish yourself in a strong 
position in association with the 
aviation industry—you will find 
in this organization truly un- 
limited possibilities for ad- 
vancement. 


To qualify you should be be- 
tween 25 and 35, draft-exempt, 
with 3 to 5 years copy experi- 
ence—and serious in purpose. 


Write for interview giving full 
details of your background, and 
tell us why you feel that you 
could go places if given full 
opportunity. 


Box 4518, Advertising Age, 330 
W. 42nd St., New York 18, N. Y. 


week’s special board meeting 
should be postponed until after the 
early February district meetings. 
All even-numbered districts are 
holding director elections, he 
pointed out, which might have a 
definite influence on the selection 
of a president. 

Mr. Ryan, whose practical ex- 
perience in broadcast activities is 
recognized throughout the indus- 
try, has been serving at Washing- 
ton, D. C., since Dec. 26, 1941, as 
assistant director of censorship in 
charge of radio. He is a former 
member of the NAB board, and 


chairman 2f its finance committee. 

His interest in radio dates back 
to formation in 1927 of the Fort 
Industry Oil Company, in partner- 
ship with George B. Storer, his 
brother-in-law and now a lieuten- 
ant commander on active duty 
with the naval district here. The 
company employed radio and 
eventually obtained ownership of 


WTAL, Toledo, which was changed | b 


to WSPD. Radio became the firm’s 
major activity in 1931, when 
WWVA, Wheeling, W. Va., was 
purchased. Between then and 1940, 
the growing company added 


WMMN, Fairmount, W. Va.; 
WLOK, Lima, O.; WHIZ, Zanes- 
ville, O.; and WAGA, Atlanta, Ga. 
Election of the new president 
brought a prompt telegraphic re- 
sponse from Eugene C. Pulliam, 
president and general manager, 
WIRE, Indianapolis, who praised 
the action and said he would re- 
new his application for NAB mem- 
ership. 
The board announced that appli- 
cations had been accepted from 
the following stations: the Taylor- 
Howe-Snowden Group of Texas, 
including KGNC, Amarillo, KTSA, 


57 
San Antonio, KFYO, Lubbock, and 
KRGV, Weslaco; the Montana B 
Net, comprised of KGIR, Butte, 
KPFA, Helena, and KRBM, Boze- 
man; and KFPY, Spokane, Wash., 
and KXL, Portland, Ore. The new- 
comers raised to 575 the total of 
stations, networks and associations 
now in the NAB. 


Rost Made Publisher 


O. Fred Rost, editor of Whole- 
saler’s Salesman, McGraw - Hill 
— has been made pub- 
isner. 


magazine: 


I. Has largest business circulation 
2. Has greatest reader response 
3. Costs less per reader 


THEN YOU WILL 


Choose the leader... 


Facts and figures—detailed and interesting—are available to support all NATION'S 
BUSINESS claims. Write or phone any Nation’s Business office—New York City 17, 
420 Lexington Avenue, (Mohawk 4-3450) ; Chicago 3, 30 South Dearborn, (Central 
5046) ; Cleveland 15, 648 Hanna Building, (Cherry 7850) ; Atlanta 3, Walter Meeks, 
101 Marietta Avenue, (Walnut 6674) ; San Francisco 4, Blanchard-Nichols, 100 Bush # 
Street, (Garfield 8930); Los Angeles 12, Blanchard-Nichols, 448 South Hill Street, & 
(Michigan 3466) ; Washington 6, 1615 H Street, N. W., (National 2380). 


BUT the simplest, wisest, quickest way is to cast 
an eye at three fast facts — and determine which 


highest up. 


PERHAPS YOU 


iF YOu’RE 2 business executive, 
hunting the leading magazine in 
the field, you might toss all the con- 
tenders downstairs . . 


. choose one 


or You micut fan them out be- 
fore you, and give them the old 
“Eenie, Meenie, Miney, Mo.” (A 
long shot—we do not advise it.) 


might ask your Sec- 


retary. (In the movies, secretaries 
know just everything about busi- 
ness.) Still risky, though... 
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Paris Spring Copy 
Stresses Freedom, 
Hits Idle Talk 


Chicago, Feb. 2. — Continuing 
its battle for the preservation of 
brand names, trademarks and “the 
American way of freedom of 
choice in *the market place,” A. 
Stein & Co., in cooperation with 
the OWI, will crusade this spring 
against “careless talk”—tying in 
both the patriotic appeal and re- 


sc PHOTOS '5;| 


Posteards 2¢ ea. No order too small 

or large. 20x30 blowups, $2.50 ea. 

SPECIAL: Your product photographed 

plus 200 genuine photographs, $8.50. Write for free 

samples, price list A. Mail orders everywhere. 
MOSS PHOTO SERVICE 

155 W. 46th St., New York City 19, BRyant 9-8482 


tailer interests in a_ series of 
advertisements in national publi- 
cations. 

Over the signature of either 
Paris garters, Paris suspenders or 
Paris belts, the manufacturer will 
exhort the consumer to: “Safe- 
guard your American right of 
‘Freedom of Choice.’ Ask for what 
you want by brand name. Trade- 
marks are a double protection. 
They enable you to reject as well 
as to select. When you say, ‘I 
want Paris—and not a substitute,’ 
you exercise your right to choose 
what you use. Protect this privi- 
lege. Trust the trademarks which 
have stood the test of time.” 

Copy for Paris belts—“tops for 
your trousers’ —is employed to 
warn readers against revealing 
information of value to the enemy 
and urges: “Don’t Ask Service- 
men for War Information”; “Don’t 
Talk About War Information”; 
“Don’t Listen to Idle Rumors.” In 
Paris suspenders ads, copy de- 
clares that “Paris talking back is 
talking sense when you buy sus- 
penders,” and asserts its patented 
“free swing” leather-link rotary 
action back that “can’t skid off 


your shoulders” is an exclusive 
Paris feature. 

The Paris kneeling figure trade- 
mark is displayed in all Paris 
garter copy and readers are in- 
formed that it “is your dependable 
guide to comfort, value and serv- 
ice.” 

All the advertisements carry 
illustrations that logically tie in 
merchandise with the war appeal. 
Consumer copy is scheduled to 
appear in Esquire, Forbes, Life, 
Nation’s Business, Newsweek and 
Time. 

Merchants are urged to tie in 
with the spring campaign by using 
attractive counter and window 
displays mounted on durable card- 
board, diecut and designed to ex- 
hibit actual merchandise. 

Walter L. Rubens & Co., Chi- 
cago, is the agency. 


Sudler Agency Moves 


Culbreth Sudler Company, Los 
Angeles agency, has moved to 
larger offices in the Park Central 
building, 412 W. 6th St. Cliff 
Munro has been named copy di- 
rector and Gene G. Jones has been 
appointed account executive. 
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CHATTANOOGA, “T’’VA! 


Truly, Chattanooga has been termed the "heart 
Situated virtually astride 
the vast chain of dams supplying the middle 
South with more than one-half billion dollars’ 
worth of cheap electric power, Chattanooga has 


of the TVA empire”. 


become the hub of a great new industrial area. 
Located between Chicamauga Dam and Hale's 
Bar Dam, connected directly now with the Ten- 
nessee river by a navigable ninth channel, Chat- 
tanooga overlooks a scenic land of breath-taking 


beauty, and a territory to which power and trans- 


in Chattanooga, 
wooo 


choice 


Station B received 18.3%, 
and Station C received 4.8%. Among 
time buyers, men whose business it 
is to know the best buy for their 
money, WDOD is the overwhelming 


‘cainew paced |WDOD 76.9% 
STATION B_ 18.3% 
STATIONC = 4.8% 


portation facilities have brought new and sub- 


stantial income to additional thousands. 


(In WDOD'S primary coverage area, 
there are thirteen of the major TVA 
developments and power dams.) 
AND IN CHATTANOOGA, T(IME) 
BUYERS FIND WDOD SUITS TO A ‘“‘T’’ 


A survey made by a disinterested 
company in Chattanooga reveals 
that of all rational business placed 
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CARELESS TALK — gets attention in 
new copy for Paris belts, which appeals 
for safeguarding war information in 
order to “safeguard your American 
right of ‘Freedom of Choice.’” 


Army Turnabout 
Ruins Plans of 
Girdle Makers 


Washington, D. C., Feb. 1. — 
Plans for production of elastic 
thread to meet the No. 1 civilian 
wartime shortage hardship—ac- 
cording to surveys of the Office of 
Civilian Requirements — collapsed 
last week to the embarrassment 
of the office of the rubber director, 
and dismay of suspender and 
girdle manufacturers. 

Plans for the allocation of large 
quantities of neoprene, chief syn- 
thetic rubber material, had to be 
abandoned when the Army found 
that it would need all available 
quantities for landing boats and 
gas masks for the coming inva- 
sions. 

The news was a surprise to the 
office of the rubber director, which 
had proceeded to release neoprene 
for several months for civilian use, 
on the basis of earlier estimates of 
military needs. It was particu- 
larly disturbing to the industry, 
which has prepared production 
schedules and marketing plans on 
the basis of further anticipated 
allocations. At least one company 
had scheduled advertising in a 
large national weekly magazine. 

Also embarrassed by the Army’s 
turnabout were millions of Ameri- 
can women who had awaited the 
reappearance of the girdle, out of 
production since the rubber short- 
age made itself felt. 

The office of the rubber director 
expects that girdles and suspen- 
ders will be made from Buna §S, 
another synthetic rubber, as soon 
as the industry can convert. Con- 
version may take two to six 
months, and the rubber director 
won’t promise the Buna § will still 
be available. 


Names Miss Cohen 


Lillian Cohen, assistant adver- 
tising manager of Lehigh Naviga- 
tion Coal Company, Philadelphia, 
since 1936, has been named adver- 
tising manager, succeeding E. L. 
Willson, who has been granted a 
leave of absence to serve as Penn- 
sylvania regional manager for the 
Solid Fuels Administration. 


Keenan Joins WBBM 


Jim Keenan, formerly a sales- 
man for Pettibone Mulliken Cor- 
poration, Chicago, has joined the 
sales department of Station 
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Crown Zipper 
Releases 1944 
Ad Schedule 


New York, Feb. 4.—With its en- 
tire production diverted to filling 
military requirements, Crown 
Fastener division of Spool Cotton 
Company has released its 1944 
schedule designed to stimulate in- 
terest in its double-action zipper 
among manufacturers in various 
fields, who will again make use of 
the product when it is made avail- 
able to them. 

The major portion of the pro- 
gram will concentrate in a long 
list of business papers covering the 
luggage, canvas goods, aviation 
and rubber accessory fields, with 
copy and illustrations showing the 
variety of war uses to which zip- 
pers have been put. The only 
consumer magazine to be used is 
Life, with half-page black-and- 
white insertions appearing every 
month, the first of which broke in 
the Jan. 31 issue. 

The Life ads will employ car- 
toons, with copy stressing the 
many advantages and conveniences 
to be derived from the use of zip- 
pers. Captioned “I learned about 
zippers from Crown,” the initial 
insertion featured four George 
Price cartoons with captions: 
“New way to get around curves,” 
“Make your own opening,” “Teeth 
won’t come loose,” “Won’t freeze 
or corrode,” stressing the versatil- 
ity of Crown zippers. 

The first advertisement in busi- 
ness papers will lead off with one 
of the cartoons featured in the 
Life series. Kenyon & Eckhardt is 
the agency. 


D. G. Kelly Heads 
Automobile Dealers 


David G. Kelly, Grand Forks, 
N. D., was elected president of the 
National Automobile Dealers As- 
sociation at its convention in De- 
troit. Lynn S. Snow, Oak Park, 
Ill., was named first vice-presi- 
dent; C. B. Robertson, Richmond, 
Va., treasurer; E. Jack Beatty, 
Denver, secretary; and A. E. Som- 
merfield, Flint, Mich., chairman of 
the postwar planning committee. 


Cochran to WFA 


Roswell Cochran, vice-president 
of McCann-Erickson, San Fran- 
cisco, has been named deputy 
advertising director of the War 
Food Administration for the West 
Coast and Intermountain regions. 
He succeeds Norton Mogge of J. 
Walter Thompson Company, Los 
Angeles. 
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Georgia “‘peach”’ 


When Georgia Carroll first came tv us 
several years ago she was just bre ak- 
ing into modeling. Clicked from the 
very start... and for good reason. 
One of the most sculpturesque heads 
in the business. Few faces are more 
photogenic. Tall, lithe and graceful. 
Has taken the usual whirl at Holly- 
wood. Few girls have more on the 
ball than Georgia. An attractive, eye 
snaring model is 90% of the stop value 
of any promotion. Why waste expen 
sive space on any but the best? Clip 
this ad to your letterhead and we'll 
send you FREE proofs and details of 
our unique $5-a-month plan which 
brings you the best sales promotion 
photographs in the world. No obliga 
ene, Glossy Prints or mats for every 
job. 


EYE* CATCHERS, Inc. 


WBBM, Chicago. 


10 East 38th St., New York 16, N.Y- 
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Resinol Tests lst 
Network Show on 
Pacific Coast 


Baltimore, Md., Feb. 2.—Resinol 
Chemical Company, maker of Res- 
jnol ointment and soap, will make 
its debut as a network radio ad- 
vertiser Feb. 14 when it begins 
sponsorship of “Blue Newsroom 
Review,” featuring Edward Jor- 
genson, on 10 Pacific Coast sta- 
tions of the Blue Network. 

The program will be heard 
Mondays, Wednesdays and Fridays 
1:20 to 1:30 p.m., PWT. The ten 
stations comprise the Blue’s Cali- 
fornia network. Resinol has used 
spot radio heretofore. Courtland 
D. Ferguson, Inc., Baltimore, is the 
agency. 


Sponsors Serial 


Starting Feb. 21, Ben Hur Prod- 
ucts, Inc., Los Angeles, will spon- 
sor the daytime serial, “Aunt 
Mary,” over eight West Coast NBC 
stations, Monday through Friday, 
at 10:30 to 10:45 a. m., PWT. 
Barton A. Stebbins Advertising 
Agency handles the account. 


Eversharp on Blue 


Eversharp, Inc., which sponsors 
“Take It or Leave It” over CBS, 
will expand its radio activities be- 
ginning March 7, having con- 
tracted for the Tuesday 7 to 7:30 
p.m. EWT, period on the com- 
plete Blue Network. Type of 
show to be presented has not yet 
been decided. The CBS show 
will be continued. The Biow Com- 
pany is the agency. 


RCA to Drop Show 


Radio Corporation of America, 
whose 26-week contract as sponsor 
of “What’s New?” heard Saturdays 
7 to 8 p. m., EWT, over 157 Blue 
stations, expires with the Feb. 26 
broadcast, will not renew the 
program. Instead, RCA will air 
a half-hour program beginning 
March 4, from 7:30 to 8 p. m., 
EWT. J. Walter Thompson Com- 
pany is the agency. 


Bayuk Signs Brown 


Following the recent contro- 
versy which resulted in Bayuk 
Cigars’ relinquishing sponsorship 
of Sam Balter and his newscasts 
over 76 Mutual stations, heard in 
behalf of Phillies cigars, the com- 
pany has signed Cecil Brown, 
noted war correspondent and 
commentator, who will continue 
in the same period vacated by 
Balter, Mondays, Wednesdays and 
Fridays 8 to 8:15 p.m., EWT. Mr. 
Brown resigned from CBS’ staff of 
news analysts last year in a dis- 


agreement over the network’s 
policies on newscasting. Ivey & 
Ellington, Philadelphia, is the 
agency. 


Buys Time on Blue 


Westinghouse Electric & Mfg. 
Company has purchased three 15- 
minute periods weekly on 160 
stations of the Blue Network, and 
will present a program Mondays, 
Wednesdays and Fridays from 
10:15 to 10:30 p.m., EWT, the for- 
mat of which is as yet undeter- 
mined. The company currently 
airs the John Charles Thomas pro- 
gram over CBS. McCann-Erick- 
son handles the account. 


Ballantyne Renews 


P. Ballantyne & Sons has re- 
hewed “Broadway Show Time,” 
effective March 6, heard over 43 
CBS outlets on Mondays 10:30 to 
ll p.m., EWT. J. Walter Thomp- 
son Company is the agency. 


Roma Renews 


Roma Wine Company has re- 
nhewed “Suspense,” effective March 
2, over 79 stations of CBS. The 
Program is heard Thursdays 8 to 
8:30 p. m., EWT, with rebroadcast 
on Mondays, 12 midnight to 12:30. 

e Biow Company is the agency. 


Two Join Miner 

Dan B. Miner Company, Los 
Angeles, has added two account 
executives to its staff—H. B. 
Clarke, who for the past five years 
ad his own eastern offices, pro- 
Viding both consultant and copy 
Service for agencies and advertis- 
ers; and Roy A. Dempsey, for- 
marly of the air forces and, pre- 
Sously, publisher of Hi-School, 
~outhern California magazine for 


me e-age readers. 


GMA Legal Chief 
Hit for Attack 
on Chain Stores 


(Continued from Page 1) 
the GMA attorney only on the fact 
that “a serious question of public 
policy” is involved, asked Mr. 
Willis to answer two major ques- 
tions: 

“1. Does your association en- 
dorse the views of its general 
counsel, who, by separating ‘the 
production and retailing of food 
products,’ would prevent retailers 
from engaging in the manufactur- 
ing and/or processing of -.food 
products directly and by contract? 


Discrimination Seen 


“2. If the answer to the above 
is affirmative: Would your asso- 
ciation support this principle only 
as against corporate food chain 
store companies, or would it in- 
clude all retailing and wholesaling 
elements which are now engaged 
in the ‘private brand’ business? I 
refer to voluntary and cooperative 
chains, department stores, whole- 


sale grocers and other food retail- 
ers of all kinds and sizes.” 

The second question is made 
necessary, Mr. Warren explained, 
because the GMA general counsel 
singled out corporate chains for 
discussion in spite of the facts 
about the private brand business 
“which I am sure are well known 
to him.” 

Following Mr. Dunn’s first at- 
tack upon chain store companies in 
1941, Mr. Warren said, he assumed 
that the attorney “sincerely wished 
only to clean up abuses brought 
about by what he called ‘unfair 
private brand manipulation,’ ” but 
that the more recent speech con- 
firms fears that a law to eliminate 
private brand marketers is desired 
by the GMA counsel. 


Elected by Matchabelli 


E. L. Mabry and Norman Dahl 
have been elected chairman of the 
board and president, respectively, 
of Prince Matchabelli, Inc., New 
York. Other officers elected are: 
L. V. Talamini, executive vice- 
president, and Jean Coxe, vice- 
president. Miss Coxe has been in 
charge of advertising and assistant 
sales manager. 


GLAMOR WEB—Lily Dache designed 
this colored, visible hair net to be worn 
as a fashion accessory and glamor aid. 
The net, made by Weco Products, Chi- 
cago, will be backed by full color 
pages in fashion magazines beginning 
April |, plus a national merchandising 
campaign. 


59 
Crinion to ‘News’ 
Thomas I. Crinion, formerly 


with the New York office of the 
St. Louis Post-Dispatch and Paul 
Block & Associates, has joined the 
national advertising staff of the 
Bronx Home News, New York. 


Likely Appointed 

L. Parker Likely, previously a 
newspaper broker and for several 
years connected with Editor & 
Publisher, has been named general 
manager of General Features Cor- 
poration, New York. 


Gets Fur Account 


Advertising of Trencher Furs, 
New York, is now being placed by 
Cecil & Presbrey. National maga- 
zines and newspapers will be used. 


For Signs of 
the Future 
Look to— 


. StMA OKIO 


WAR THEME PRAVEEN G 


Let's see what YOU'VE done mn 


The nation’s “war-theme” campaigns need the support of every buyer and producer 


of printing. This national contest offers high honor to those showing greatest skill. 


age 


Please send us, at once, one copy each of 


every piece of printed matter you have pro- 


duced since Pearl Harbor which ties-in with 


any of the War-Theme Campaigns of the 
OWI, the War Advertising Council or the 


Graphie Arts Victory Committee. Include 


the name and address of the advertiser, 


ing highest skill. 


Magazine, or write 


printer and individual chiefly responsible 
for the creation and execution of each piece. 


National Awards will be given those show- 


For full details of the Awards, see this insert 


in your current number of Direct Advertising 


‘Che “WAR-THEME AWARDS” 


345 Madison Ave., New York 17, N.Y. 


Sponsored by The Martin Cantine Co., Saugerties, N. Y., 
Manufacturers of Precision Coated Papers since 1888. 


rt De, 


* Po ee og. Ay er) ee eee ae 


_~ ee 


ee 


EERE oe cD Teen « 
oa a és os 


ee 


nS 


ae hE 


fae z gh tt eg oe ee Oe a a gs i ae 0. ae Be pry a iz My oe weenie ec uae fos ae a i rs ee Pes 7 
* Et co os ease RS = % ; > pon eee lS eae a i Oe ae | Se ee eee eee 
ee | 
ia ’ 
a a oo 
2 ll — reat habs 
| is 4 ee nad NAMES Jay 
ae a" “ ; cits thee 
‘oe - = 4 in a 
se ——_— es .. 
| | ee 4 : ae Pee, 
bass . ee 
. ~ 7 — gi x 
| ce ; ai 
| | ee 
| ‘ Laie he ; 
ee cei, ee 2 
' + , . * - i 
4 Pe a at ee - _ J shard 
3 : ’ : Bi 
= . 
, : as es 
f 
a ee 
' ¥ A ae ‘om 
Ah 
ty ART K e 
5 | | $(68 (Os : 
t oa 
A 
| ee , 
, 
1 
B 
S 
Be 
ee SS 
f a 
Os 
y ‘ears 
| ‘ ey id 
H | & a : - : 
. & ae 
° ee F: 
- ej 
we ies 
c gales ia 
“ a 
‘ SC . 
\- ret 
of 7 
. eS 
oe 
7 ; a vm ‘ 
y s = 4 ae 
ar 2 - q ae 
S. See ‘ ? ae = a e 
vs ee eee a * i arr: 
bs , * el > ae 
- . ¥ i 4 a Se i ae 
eee —— a & a, am. 
pie: ‘was Cees a ee * ¥ 
— a ~~ eg — 7. . ’ | eee 
— -~§ , ._ ae ie 
ee dicots if , | ana Beals a 
Se » > se : Soe 
* aoe , a iS — e sae 
TE f ps f —_ : pro <6 
ORES os, i > 7 a Be * va 
a =_ SS , — 4 a eat big 
; a - See —— a ee 
a ual ae 3 ’ ; = = 
i a \ ‘ 4 ¢ 
Sau et Tk : : j ue 
Se he “an ‘ ‘ ao ae % “i “ 
oe } By .4 a , >. 
j . si : oe | Yy | ee ; 
bce i ee, ee ees Ling, AD ts 
ba 2 Be eens a er a ia os oor ‘appos tbe ‘ 
us — — Tt ~~.  e ven ee om Maree a ping Phy, 
ak- 7 ial 7 em To be. & rt Poste? Wer advert dee cyfhoe # ; 
the ‘on™ Z fi al ™ reparo™ Phemes” of pune ad ‘ p : 
C : r t z cial Wer yaetory € 
on. — : Begag et Oe 5 ae -eguPan® 
ads re We oir 5 meanness eink ae ae 
ore P we <n cas ~.* i 
ful. E B MAR qe sine tS 
lly- a cs s* coed Pere? 
| 2 - ele Pied a - 3 ~ 
the — tt ae 
jue ‘a 7 bs i 7 sm ti. P a 
a. —. * 7 : ; Te oan f Hy “= ‘ se © 
L i 7 MS ie a 2 ‘ 
a | ieee a 
ich - eee . 3 
' ao eo 
10n ae "@ * +, ’ 
va- ite [_’. 4 . t 
am — , cs “A : 
ery ‘ > hae 7 
| . *@ ee ee 
, - . e ” 
= . . ' = a Vs 
eee cae x a SE ee ES SIONS See Pe ON gt eee : < ae Serre 


q 


@ 
. 


Canadian Price 
‘Holdout’ Charged 
in Paper Shortage 


(Continued from Page 1) 
ucts division, and WPB Chairman 
Donald Nelson both pointed out 
that there was far greater need for 
pulp. 

Packaging Threatened 


Mr. Nelson and Mr. Boeschen- 
stein = to the situation in 
paperbodrd and containers, where 
a shortage threatens the nation’s 
traditional packaging and shipping 
practices. 

Woodpulp is recognized at WPB 
as the No. 1 critical material at 
this time, for it is needed in the 
manufacture of explosives, and for 
packaging to ship munitions to the 
battlefronts and food and clothing 
to the home front. 

For several weeks a proposal to 
increase the price for pulpwood 
has been before James F. Byrnes, 
director of the Office of War Mob- 
ilization. The proposed increase, 
sufficiently large to require a gen- 
eral increase in the price of paper, 
has been held up so long that it 
now appears that a much smaller 
increase, if any, will be allowed. 

In a report on pulp and paper 
recently, the Department of Com- 
merce, together with the WPB, 
pointed to the Canadian decision 
to increase newsprint shipments to 
the United States from 182,000 
tons per month to 200,000 tons 
during the first half of 1944. 


Estimates Fall Off 


“This increase was made pos- 
sible, it was stated, by improved 
production of pulpwood in Canada 
during the current cutting season,” 
the report said. “However this 


reported improvement in cutting 
of pulpwood is not borne out by 
the assurances of increased pulp- 
wood or woodpulp shipment to the 
United States in 1944.” 

In fact, the report said, esti- 
mates of Canadian shipments of 
woodpulp and pulpwood were 19% 
below 1943, and recent schedules 
show a drop of 13% for the first 
six months of 1944 below the same 
period of 1943. 

Barring increased imports of 
woodpulp from Canada, there is 
very little optimism about the 
paper situation, particularly about 
the chances for imports from Rus- 
sia or Sweden. 

While three shiploads of Russian 
pulpwood, totaling about 16,000 
cords, were reported in 1943, no 
regular program of imports from 
Russia has been formulated, and 
most officials believe that the Rus- 
sian manpower situation will bar 
any extensive program. 

In addition to pointing out that 
the country used over 15,000,000 
tons of pulp last year, intended to 
imply that Russian aid would be 
negligible, they say that the Rus- 
sians have asked prices which are 
far above established ceilings here, 
so that few American mills could 
afford to use the Russian product. 


Industries Consider Problem 


A crisis in boxes for packaging 
and shipping was reflected at all 
recent meetings of WPB industry 
advisory committees, where new 
shipping and packing methods 
have received an _ increasing 
amount of time. 

Although fiberboard containers 
and other container boards have 
been produced in tremendous 
quantities during the war period, 
changes in packaging methods 
have placed these materials in tre- 
mendous demand. 

Total production of container 


as 


board, fold and set-up boxes in 
1943 was nearly 7,000,000 tons, a 
half million tons over 1942, 
although slightly lower than 1941. 
Container board fell off a half mil- 
lion tons in 1942, largely as a re- 
sult of the suspension of corru- 


gated boxes, used for civilian 
purposes. 
Since the outbreak of war, 


weatherproof solid fiber and cor- 
rugated containers have been de- 
veloped, which carried over to the 
postwar era, are expected to prove 
valuable in the shipment of per- 
ishables, such as eggs, fruits and 
vegetables, which will require re- 
frigerators. 

During the war, however, these 
containers have a high military 
value. Officials believe that 2,- 
000,000 tons of container board 
will go for military use this year. 


Paper Boxes Scarce 


The shortage may be particu- 
larly damaging in set-up paper 
boxes, used for packaging of such 
items as stationery, shoes, clothing 
and candy. Production of these 
boxes in 1943 was only 858,000 
tons, compared with 1,187,768 tons 
in 1941, and at the same time, the 
boxes were pressed into service to 
replace wooden and metal con- 
tainers which were no_ longer 
available. 

The WPB paperboard division 
has already warned users of these 
boxes that those lined and covered 
with paper will be scarce this year, 
and a priority rating pattern for 
the available supply is under dis- 
cussion, to prevent abuses in their 
use, and insure adequate provision 
for military and essential civilian 
use. 

While paper covering, made 
almost entirely from pulp, will be 
missing from many boxes, officials 
believe rough boxes made from 
waste paper, with little woodpulp, 
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will be made. The number of such 
boxes will depend on the success 
of the waste paper collection 
effort. 

Folding boxboard is also in 
heavy demand for packaging pur- 
poses, having served as a substi- 
tute to save 215,000,000 pounds of 
metal and 8,000,000 board feet of 
lumber in 1942. Despite rigid 
restriction on its use, production 
reached a peak of over 2,000,000 
tons in 1943. Tobacco, a wide 
variety of foods and drugs, and 
delicate mechanical parts are now 
packaged in these containers. 


Book Paper Makers Cut 


In anticipation of a continuation 
of the tight paper situation, manu- 
facturers of all book papers have 
been warned to stretch their pulp 
allotments to make as much paper 
as possible. Although the industry 
asked for 298,000 tons of pulp to 
make 435,000 tons of paper, WPB 
allowed only 236,121 tons of pulp 
for book papers, with the provi- 
sion that a minimum of 344,000 
tons of paper was to be made. 


30-POUND PAPER 
GAINS POPULARITY 


New York, Feb. 2.—That use of 
lighter-weight newsprint is en- 
tirely practical for newspapers is 
again borne out by the Detroit 
News and the Boston Herald- 
Traveler, both of which have re- 
cently conducted successful trial 
runs with 30-pound newsprint. 

After experimenting with 30- 
pound paper, the New York 
World-Telegram on Jan. 27 started 
using the lighter weight regularly. 
The Telegram gets its newsprint 
from several mills and the 30- 
pound paper will probably amount 
to about half its consumption. 

The lighter-weight paper is now 
being used exclusively by two 
other Scripps-Howard newspapers, 
the Pittsburgh Press and the Cin- 
cinnati Post. It is supplied by 
Great Northern Paper Company. 

Herbert Ponting, vice-president 
and general manager of the De- 
troit News, after sample runs on 
Jan. 20 and 21 reports that the 
30-pound paper has been found 
satisfactory for use on the News’ 
high-speed presses. 


RUSSIAN PULPWOOD 
REACHING JU. S. 


New York, Feb. 3.—Carried in 
the almost empty holds of lend- 
lease ships returning from Russia, 
minuscule quantities of Russian 
pulpwood are being brought into 
this country through arrangements 
made by the U. S. Defense Sup- 
plies Corporation. Last year, 16,000 
cords were imported, ADVERTISING 
AGE learned, and it is hoped that 
figure will be increased to 25,000 
cords this year. Last year U. S. 
pulpwood consumption was in the 
neighborhood of 15,000,000 cords. 

Although trade circles are reluc- 
tant to discuss the subject, it is 
known that the Russian wood is 
being handled by Leonard J. Buck, 
74 Trinity Place, as agent, and 
that it has been purchased by a 
number of mills, including Inter- 
national Paper Company, West 
Virginia Pulp & Paper Company, 
Parker Young Company, and 
Armstrong Paper Company. 


Russia Gets Cash for Pulp 


In Washington a spokesman for 
the Defense Supplies Corporation 
denied any purchases of pulp- 
wood, but at WPB offices it was 
stated that three shiploads totaling 
16,000 cords have been received 
under DSC auspices. It is under- 
stood the DSC is paying cash for 
the wood, removing the transac- 
tions from the “reverse lend-lease”’ 
category. The Russian price is 
said to be considerably above that 
paid for domestic pulpwood. 

A spokesman in the pulpwood 
field said the Russian wood was 
received only “spasmodically,” and 
that it is not even a “drop in the 
bucket,” so far as U. S. needs are 
concerned. A shortage of two to 
three million cords is expected by 
U. S. mills this year. 
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Ebbing Newsprint 
Supply Slashes 

Cuban Ad Volume 


New York, Feb. 2.—Because of 
acute shortages of consumer goods 
and the great difficulty in obtain- 
ing newsprint supplies from the 
United States, Cuban advertising 
volume has been reduced by 40% 
since the beginning of the war, 
according to Mariano Guastella, 
managing director of Publicidad 
Guastella, one of the largest ad- 
vertising agencies in Havana. 

Advertising in Cuban newspa- 
pers has been curtailed drastically, 
he reported, and in the case of 
El Pais, a leading Havana daily, 
eliminated entirely. He added that 
most of the newsprint used in 
Cuba is imported from this coun- 
try and small scale attempts to 
develop native substitutes have 
“failed dismally.” 

Cuban newsprint, Mr. Guastella 
said, is definitely inferior and un- 
reliable as far as reproduction of 
illustrative material is concerned, 


Ayer Places Schedules 
for Chrysler Copy 


N. W. Ayer & Son, Detroit, 
which has been handling Plymouth 
division advertising since last 
August, has been named to handle 
institutional advertising for Chry- 
sler Corporation, relinquished by 
J. Walter Thompson Company 
when it took over the Ford account 
(AA, Dec. 6). 

First newspaper copy for Chrys- 
ler broke Feb. 6, with the maga- 
zine advertising scheduled to ap- 
pear in April. Ayer is handling the 
institutional copy on a month-to- 
month basis. 


Kidde Names Ives 


Gordon F. Ives, with the pro- 
duction department of Walter 
Kidde & Co., Bloomfield, N. J.,, 
since 1942 and prior to that with 
Westinghouse Electric Interna- 
tional Company, has been ap- 
pointed advertising and sales pro- 
motion manager. He _ replaces 
C. E. Gischel, who has been named 
director of product development, 
in charge of postwar planning. 


Names Dr. Phillips 

Dr. Charles F. Phillips, of the 
OPA, has been named president 
of the Washington, D. C., chapter 
of the American Marketing Asso- 
ciation. Other officers’. elected 
were: Raoul Blumberg, Washing- 
ton Post, and E. R. Hawkings, 
Department of Commerce, vice- 
presidents; and A. Rex Johnson, 
Department of Agriculture, secre- 
tary-treasurer. 


Bunker Promoted 


Charles S. Bunker, formerly 
vice-president and merchandise 
counselor for Marshall Field & Co. 
retail stores, has been named pres- 
ident of the Frederick & Nelson 
store in Seattle, owned by the 
former company. Harold J. Nut- 
ting, formerly divisional merchan- 
dise manager for women’s wear, 
has been named general merchan- 
dise manager of Field’s Chicago 
and suburban stores. 


Gundlach to Hamilton 


Waldo L. Gundlach, formerly 
with the advertising department 
of Standard Oil Company of 
Indiana, will join the J. R. Hamil- 
ton Advertising Agency, Chicago, 
Feb. 10. He will handle creative 
and contact work on a number of 
consumer and industrial accounts. 


Named Information Head 


Jean A. Hollander has been 
named director of consumer infor- 
mation of the Can Manufacturers 
Institute. She has been with the 
Institute since its inception in 1939 
and will continue to make her 
headquarters in the Washington 
office. 


RADIO-CRAFT 25 WEST BROADWAY 


NEW YORK 7, N. Y. 
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Drive to Bolster 
Paper Supplies 


Gains Momentum 


Weekly Waste Paper 
Receipts Show 
Big Improvement 


New York, Feb. 2.—While the 
newspaper committee of the U. S. 
Victory Waste Paper campaign has 
reported a weekly improvement in 
receipts of critically needed waste- 
paper, curtailment of pulpwood 
cutting operations threatens to 
result in a grave shortage of paper 
during 1944. 

Before essential military and 
civilian requirements can be ade- 
quately supplied, the newspaper 
committee this week emphasized, 
collections must be increased an- 
other 22,000 tons weekly. 

Based on estimates furnished by 
the WPB paper board division, 


waste paper receipts for the week 
ending Jan. 22 were 133,613 tons, 
highest weekly receipts since WPB 
last November called upon the na- 
tion’s newspapers to initiate a 
campaign to help collect 155,000 
tons of wastepaper every week. 


Operations Increased 


A slight stepping up of opera- 
tions by paperboard mills as a 
direct result of the increase of 
waste paper receipts was reported 
by national headquarters of the 
U. S. Victory Waste Paper cam- 
paign. Estimated mill consump- 
tion for the week ending Jan. 22 
was 131,509 tons, compared to 
127,636 tons for the previous week. 
Reversing a downward trend 
that reached a three-year low in 
December, mills on the whole were 
able to improve shrunken inven- 
tories by about 2,000 tons of waste 
paper. Preliminary weekly re- 
ports indicate that mills in the 
East are consuming about 3,000 
tons above receipts, which is offset 
by western mills where consump- 
tion is 5,000 tons below receipts. 
In a public appeal for the saving 
of every bit of paper, Edwin S. 
Friendly, general manager, New 
York Sun, and national chairman 


loads of wrapping paper and bags, 
and more than 6,000 tons of mani- 
fold paper. 

The 1944 victory pulpwood drive 
is shooting at a domestic pulpwood 
production goal of 14,000,000 cords, 
1,000,000 cords more than in 1943, 
according to a recent announce- 
ment by the war activities com- 
mittee, Pulpwood Consuming In- 
dustries. Goals in cords for the 
various regions are: Appalachian, 
1,550,000; Northeast, 1,900,000; 
Lake States, 1,450,000; South, 
6,600,000; and Pacific Northwest, 
2,500,000. 

If current government-newspa- 
paper-industry programs are car- 
ried out, James L. Madden, deputy 
director of the WPB paper divi- 
sion in charge of pulpwood pro- 
duction, said that the 1,000,000 
extra cords could be obtained in 
1944, despite critical manpower 
and transportation equipment 
shortages. 


Seen as “Tough Job” 


“It will be a tough job,” he said, 
“but it will not be an impossible 
one.” He added that pulpwood 
cutting should be pushed to the 
utmost in months when manpower 
is available to offset periods when 


farmers will be busy planting or 
cultivating field crops. 

Reporting on last year’s prog- 
ress, the war activities committee 
revealed that mill receipts of do- 
mestic pulpwood in 1943 surpassed 
slightly WPB’s minimum goal of 
13,000,000 cords. 

December deliveries of 1,186,000 
cords of domestic pulpwood 
swelled the year’s mill receipts to 
13,096,000 cords. Imports by U. S. 
pulpwood consuming mills _ in- 
creased the total to 14,814,000 
cords, which was 1,898,000 cords 
under 1942. The severest drop 
during 1942, a record production 
year, was in imports. Domestic 
pulpwood receipts amounted to 
14,480,000 cords; total receipts, in- 
cluding imports, were 16,712,000 
cords. 

An upswing in receipts of do- 
mestic pulpwood during the fall 
and early winter months offset to 
some degree a bad slump during 
the first six months of 1943, thus 
forestalling a threatened shortage 
of 2,500,000 cords. 


- . a 
Joins ‘American Cookery’ 
Bradford Reynolds Jr. has joined 
the eastern advertising office of 
American Cookery, New York. 


Fitzgerald Leaves 
Donahue & Coe Feb. 15 


Edward J. Fitzgerald, who re- 
signed last June after four years 
as vice-president and radio direc- 
tor of Erwin, Wasey & Co. to join 
Donahue & Coe, New York, in a 
similar capacity, has resigned, ef- 
fective Feb. 15. He will be suc- 
ceeded by Richard Nicholls, who 
has been radio director of Morse 
International for the past eight 
years. Chester Slaybaugh, assist- 
ant to Mr. Nicholls at Morse Inter- 
national, will assume managership 
of the radio department when Mr. 
Nicholls leaves. 

Prior to joining Erwin, Wasey 
Mr. Fitzgerald was assistant gen- 
eral manager of Station Ww, 
Cincinnati, and spent three years 
in Washington as director of the 
bureau of copyrights, National As- 
sociation of Broadcasters. 


Allen Joins McCarty 


Theodore T. Allen, formerly a 
representative of The Saturday 
Evening Post in Detroit, has been 
named an account executive of 
the McCarty Company, Los An- 
geles. 
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Uses Large Space 
Ad to Rent Frozen 
Food Lockers 


New York, Feb. 2.—With many 
foods becoming scarcer for the 
American civilian as 1944 sees this 
country continuing the burden of 
feeding ;many European peoples, 
and with advertisers already plan- 
ning to cooperate with the govern- 
ment and War Advertising Council 
in urging Mr. and Mrs. America to 
plant Victory gardens on a scale 
far exceeding the highly successful 
efforts of last year, the opening of 
new frozen food locker plants 
throughout the country will un- 
doubtedly be welcomed by the 
housewife fortunate enough to get 
a locker. 

The worth and importance of 
this war-born enterprise may be 
judged by the fact that last July, 
under the sponsorship of the De- 
partment of Agriculture and with 
the approval of WPB, 350 new 
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frozen food locker plants were 
authorized for immediate con- 
struction (AA, July 29, ’43). 

One of these, soon to open as 
the only locker plant on Long 
Island, ran 600-line copy in the 
New York Times Jan. 30, calling 
on town families, Victory garden- 
ers and farmers to reserve lockers 
now by sending advance rentals, 
which will not be deposited but 
held in escrow until the plant is 
officially opened. 


Coupon for Reservation 


Captioned “Save $125 to $500 on 
your food bill per year,” the ad is 
signed by Country Life Frozen 
Foods division of Clinton G. Bush 
Company, whose newest frozen 
food locker plant is being con- 
structed at Westbury, L. I. 

A coupon blank in the ad is em- 
ployed as the reservation applica- 
tion, which shows yearly rental 
per locker of $22.50 for lower two 
tiers; $20 for center two tiers and 
$17.50 for top three tiers. Lockers, 
each of which holds 250 pounds of 
food, are reserved in numerical 
order as applications are received. 

Other services to be offered by 
the locker plant, as revealed in 
the ad, are purchased at wholesale 


prices, without ration points from 
Long Island farmers, of approxi- 
mately 90% of all the customer’s 
perishable food requirements “in 
season,” when products are best 
and prices lowest. 

Also, those renting food lockers 
may either prepare their products 
at home or use the plant’s proces- 
sing departments, “which will sci- 
entifically prepare — vapor-seal- 
pack—in family size cartons—fast 
freeze at 30 degrees below zero 
and place them in your locker for 
consumption ‘out-of-season.’” 

- In addition, the plant will proc- 
ess home-grown products for 
locker storage, and to hunters and 
fishermen offers the complete 
preparation—packaging and freez- 
ing—of deer, fish and other game. 
Other services include slaughter- 
ing of livestock and poultry; meat 
aging rooms; meat cutting rooms; 
sausage making; lard rendering; 
curing and smoking hams and 
bacon; fish filleting and steam 
blanching of fruits and vegetables. 

Pointing out that there are 5,000 
frozen food locker plants in the 
U. S., most of which are rented to 
capacity with large waiting lists, 
the ad warns readers that the gov- 
ernment will issue priorities for 


frozen food lockers only if re- 
served in advance. Those waiting 
until after the priority is issued 
will be placed on a waiting list. 


WICKARD PREDICTS 
BIGGER FOOD PROBLEMS 


Washington, D. C., Feb. 2.—Sec- 
retary of Agriculture Wickard pic- 
tured 1944 as likely to be a year of 
increasing food difficulties for both 
sides of the war, but with the 
United Nations as a whole facing 
somewhat better prospects than 
the Axis nations, particularly 
Germany. 

The Cabinet officer, in an annual 
report covering activities of the 
Department of Agriculture and 
the War Food Administration, said 
the U. S. may be confronted by a 
tighter supply situation because 
production has about reached the 
top limit, while overseas demands 
are increasing. 


Cashman to Ronalds 


Kenneth Cashman, formerly 
with Photo Engravers & Electro- 
typers Ltd. Toronto, has been 
named production manager of 
Ronalds Advertising Agency, To- 
ronto. 


QUALITY Will Not Be 
Rationed . . . 


by THE DETROIT TIMES 


The value of a newspaper, as an advertising medium for advertisers, depends upon 


the quality of the news a newspaper presents to its reading public—at all times. 
Newsprint rationing may be affecting your advertising schedule in The Detroit 
Times and the amount of advertising linage The Detroit Times carries as a whole 
but, most emphatically, the newsprint shortage WILL NOT AFFECT THE 
QUALITY, the THOROUGHNESS nor the ACCURACY with which The Detroit 


Times will continue, as in the past, to present the news to its readers. 


In Detroit, America’s major market, The Detroit Times has a responsibility to its 
advertisers, past, present and future, which it fully realizes. The value of The 
Detroit Times as a newspaper and as an advertising medium in this dominant 


v market will be very zealously maintained in order to safeguard that inherent quality 


which more and more advertisers are recognizing as the years go by. 


This never-changing, inflexible policy has built for The Detroit Times the 
LARGEST DAILY circulation in its history—the LARGEST SUNDAY circula- 
tion of any Michigan newspaper and the SECOND LARGEST A.B.C. recognized 
HOME DELIVERED circulation of all newspapers in the United States. 


This oft repeated phrase “The Detroit Times is a MUST for adequate coverage of 
the Detroit market” has NEVER BEEN MORE TRUE than today! 


The DETROIT TIMES 


Detroit’s Most Interesting Newspaper 


REPRESENTED NATIONALLY BY THE HEARST ADVERTISING SERVICE 
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‘Stop Hitler’ Ad 
Recalled by Death 
of Wm. A. White 


Emporia, Kan., Feb. 1.—It was 
an editorial in 1896 entitled, 
“What’s the Matter with Kansas?” 
that gained national recognition 
for William Allen White, editor of 
the Emporia Gazette, who died 
Jan. 29. 

It was an advertisement inspired 
by him that in 1940 served to 
awaken America to its impending 
wartime danger. Entitled “Stop 
Hitler Now,” the advertisement 
was, perhaps, the only one ever to 
draw a voluntary endorsement 
from the President of the United 
States and it was one of the few 
ever published in a newspaper 
which drew editorial fire in the 
same issue in which it appeared, 

The advertisement, signed by 
Mr. White and the Committee to 
Defend America by Aijding the 
Allies, which he was instrumental 
in organizing, was_ written by 
Playwright Robert E. Sherwood, 
Published at a time when America 
was torn between the desire to 
stay out of the war in Europe and 
the fear that it would be drawn in, 
the advertisement boldly stated 
Mr. White’s views — that the 
United States must act to stop Hit- 
ler’s “desperate gamble” by aiding 
the Allies immediately. 

The advertisement created na- 
tionwide comment. President 
Roosevelt said it was,a great piece 
of work and a good thing that 
William Allen White was getting 
material like this out for the edu- 
cation of the country. The adver- 
tisement figured in the delibera- 
tions of the United States Senate. 
Some newspapers, differing from 
the opinions voiced in the adver- 
tisement, editorially attacked them, 
but published the ad because it 
“bore the name of William Allen 
White.” 

Mr. White, 75, was a forceful, 
prolific writer. In addition to his 
newspaper work he _ contributed 
numerous articles to magazines 
and wrote more than a dozen 
books, including biographies of 
Calvin Coolidge and Woodrow 
Wilson. 


OLIVER C. CURTISS 


Philadelphia, Feb. 1.—Oliver C. 
Curtiss, of Doremus & Co., died 
Jan. 27 at the Hahnemann Hospi- 
tal after a short illness. He for- 
merly was engaged in newspaper 
advertising work in Philadelphia. 


HAROLD A. HOLMES 


Chicago, Feb. 1.—Harold A. 
Holmes, 67, founder and owner of 
Harold A. Holmes, Inc., advertis- 
ing typographer, died last Sunday. 
Mr. Holmes was at one time owner 
+) the Caxton Magazine, Pittsfield, 

ass. 


Heublein Continues 
Cocktail Campaign 

Despite the general scarcity of 
liquors, G. F. Heublein & Brother, 
Hartford, Conn., will continue with 
its campaign which employs color 
ads in Collier’s, Esquire, Life, The 
New Yorker and Redbook, to pro- 
mote its line of ready-made club 
cocktails which are still being sup- 
plied to package stores. 

New copy in recent insertions 
features photographic still-life and 
stresses speed and ease in serving 
prewar quality, ready - to - serve 
cocktails. Lawrence C. Gumbin- 
ner Advertising Agency, New 
York, handles the account. 


Dartnell Starts 
‘Industrial Relations’ 


Dartnell Corporation, Chicago, 
will begin publication of Indust 
Relations with the April issue, out 
late in March. 

The new paper will absorb 
Civilian Defense, published bY 
Dartnell since the outbreak o 
war. 


Foster Joins Fair 


L. H. (Larry) Foster, who has 
held a number of advertising a” 
merchandising positions with 
Hub, Henry C. Lytton & Som 
Chicago, for the past seven yeal 
has been named publicity and ad- 
vertising director of The Fait 
Chicago department store. 
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PRICE BATTERY CORPORATION - HAMBURG, PENNSYL 


Marine Division: LYONS STORAGE BaTTtaY CO Manuvtacturars of Bettens: tor al’ Porpmrex trace “ 


DEPENDABILITY AND LONG LIFE—qualities especially important in wartime 

—are illustrated dramatically in this business paper color spread, for Price 

Battery Corp. Retailers are told they too are being supplied with all the 
batteries possible, for essential civilian uses. 


AT PAA CONFERENCE—Talking things over at the mid-winter conference of 
the Pacific Advertising Association in San Francisco, are, left to right: L. W. 
Lane, publisher of Sunset, Edith Grundig, chairman of the PAA junior division; 
and John Davis, vice-president of the PAA's Fourth District. (Story on Page 22.) 
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re fast Becoming 


“clot AMERICAS NEW 


war 
HANDFUL OF 


MILWAUKEE'S MOST EXQUISITE BEER 


2 


REPEATS GOOD TASTE THEME—"The big swing is to Blatz beer,” consumers 
#re told in the opening full-color magazine page in the brewer's 1944 cam- 
Paign. Newspapers, outdoor, car cards and advertising to the trade are in- 
cluded in the largest Blatz drive in history. (Story on Page 55.) 


PHOTOGRAPHIC REVIEW 
. OF THE W 
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Her suwking bath... her 
Masisons Cigaretic ..twoe 


= ee ee 
IVORY TIPS—PFLAIN ENDS-BEAUTY TIPS iged 


LUXURY — Latest in the Marlboro 

magazine series is this copy which 

points out that Marlboros are one of 

the “luxuries she can still conscienti- 
ously enjoy.” 


FOR SALVAGE—Arvey Corp., Chicago, 
now sponsoring a paper salvage drive, 
turns in more than 87 tons of sample 
displays and file copies—its complete 
sample file. Arvey intends to photo- 
graph the displays it makes instead of 
keeping actual file samples. 
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FULL VALUE FOR YOUR RATION POINTS 

meee = STRICT OBSERVANCE OF CEILING PRICES 

FOOOISA * NO RATION PRODUCT WITHOUT STAMPS 
WEAPON fi = * EFFICIENT COURTEOUS SERVICE ALWAYS 


DONT WASTE IT 


DEALER PLEDGE—This new window display, which is being distributed to retail food dealers by Armour & Co. salesmen, 
assures customers that the dealer is cooperating with the government's Food Fights for Freedom program. Of durable 
construction because it may be one of Armour's last major displays for the duration, due to paper and shipping restric- 

tions, the setup may be used as a wall display, background for merchandise, or in other ways. 


‘See How the Checkerboard Stands Out in a Crowd 


+». and the Red-Checked Ginghom Worn by a 
Missour! Family Gave Young WI Danforth the 
Idea for Purina’s Checkerboard Trademark 

&Ok io the 1860 when Wm. H. Danforth, founder of  G 
Purina Mills, was a boy clerking io his father’s store in 
Senetheast Migsowrl, ic © 


---FODAT, PURINA DEALERS’ CHECKERBOARD STORES STAND OUT, TOO, 
FOR QUALITY, RESULTS AND EXTRA SERVICE 10 THEIR FARM FRIENDS 


x 
a bole of ctoch tor herr acm spring eurhts. Prom the same 
balt would be made shirrs the father and the bora, aad 
dresses and aprons for mother wed che girks, 

Most mouiers houghet a mew potter every year, But aot a 
corsin Mrs. Brown! She newer varied her choice... it was 
always red-chee tinghens! 


*s might low sight of a child ie the cows 
sepraew but aot Mix Brown! She could spot her checker 
hoard in any crowd-—and so ewnld everyoae cleo 

*T lewrned from that.” says Mr, Danforth, “ihat to make a 
thing stand cet fram the crowd, p00 have a dress it to fit 
the part. That's why 1 chose the checkerboard ass tradenmnck 
tm make Purins's quality products caty to recogsize 


PURINA MILLS 
and 7,000 Purine Dealers the Country Over = 


CHECKERBOARD HISTORY—The story of how the red-checked gingham worn 

by a Missouri family back in the 1880's gave the founder of Ralston Purina Co., 

St. Louis, the idea for the company's famous checkerboard trademark is told in 

a new series of ads appearing this month in farm publications. Marking Ral- 

ston's 50th anniversary, the campaign is designed to emphasize the company's 

leadership and to focus attention on the Purina dealer's store as feed head- 
quarters in the rural community. (Story on Page 46.) 


WAR MODELS—Staff members of Norman Bel Geddes are shown at work on 

one of the war maneuver models created for Life. The exhibition, consisting 

of actual scale models and photographs of battle formations, tactical opera- 

tions, etc., in various war theaters, is being shown at the Museum of Modern 
Art, New York, through March 5. 


We Pledge 


w YOUR ARMOUR DEALER 
Armour's 


4 pee es a ee os pe wat ae es. —— :" } i =e mame ees : ou, ae 
a me —— a ie ee FF a _ Sia iii, wor 3 cae ts 
a a. <i Fe ae 
3 i 
a. a eine —_ ‘ ——_ : 
pe us + Zz gage - a ees ‘ = 
— =< + so8 LL a . de Y af _ 
of . — 4 _ _ ~~ 4 rs ema he EK Fs ' 7 SC 
: i ” ~ hd Pal «\ . . w - : —e 
ed = 2 i. 8 Ge % ” | Deane ; ents f | f 
iY a car: c - ae ‘i te " F te n sv 2 ati se. Fs wt “ e = a : . * ae : 
to a he La fal. a lao /” er ; a. i ay ¢: J an ee 
ng E r . : bs a i g . ae Be ed einli 2, ‘ Mae Re , j 4 ; asi a i 
Op . s+ & 6 eee ee oo. digs Nate 2! =z Oia ‘ } ae 
“ ae 3 i = : es ea . oa aie = € s Be a 
: } wy ee a a —_— ~ ' oe ae) oe Pig 
-) ey eee. -, i > b < ae a eee < ar ‘ ape Siena’ fo tee s =a “i v J i 
° g a * al Pie 23 : Sy re, _o a * eo ‘oh hee eg ‘ o\ A et Ne ace | ae re 4 ; : ane ant 
e # ms . be Z “ a i 4 fe: f Ps i . rs ’ 2 " tae ad -. \ m. : = » oe ‘ rn i ——_ “i 
the maa Mia: hh | Pia rE ey ~~ 2s £ - ae aie = ez, eg 2... =. 
is igs an ee ee “eee ’ ve! > A; - + , es 7 a ty ial yy yi] = a: a Me a P , ' : ag 
. Y 4 } 1 in ie. ie # if rg 2 . €,.. * e . met “i a ff i bo ‘ ‘ ’ pie 
pe sar YG ies ia er a 2 tg Fe = _. “ee i fer rs} a7 (ee Po nee : i 
to a. \ ee nae — . OR Oe ae Tome 3 —_—_ ae 
the ES Ee rit apse * es Gis) ae eee biel 
tal — . [a ha Se ae ic See te saa Si irene inehinn — — oF : sir % ries OE. a ‘ feos 
ica a " ~~ Cita oe Cicerone _ e —" 7 1 ; Naan 
ind | -_ f - ae : oe. ert ae, 
ted : VANIA A . 7 a pee saa i Rit) 
the en wef SM \4 fe a Ae a 
ngs Bibel > | , > : rae Fee 
a: - ; MAD "pe Sm = 4 q |. . . ae ae 4 Al ae ‘io = . : : 
e oo", ~ (See ee See 
Ta- * . a ‘ ’ sree! ie 
ate. a. | 6T | =. me COR! iting eens re | Fe 
om PS. ; , : ~ ~ : yo 
em, +o eel 
» it oe [= a ' Pee 
ilen = ; <a - 2 . , ast 
is eee “= le, 
ted oo o. Sa as . a 
ines sr a a q a. 2 os La a ant en ss 
ie en ia baud A@izg: aes” Mia += -y _ 
R as i itl a oe ef <— _ ae | & . at ee oe ica 
a” 7 : % we —i 8« at Px = == me S ae a << ae er 
ied a a ~ my: . " ’ j a". wz ii bt eis SS ' ae . 
spi- ee Co §— ¥ - ‘ P . ee re a >. ee 
for- ¢ a = ‘ x. as 4 e* ie , 1: lal Fs ad & . ¥ 3) P| : 
* oF a be 7 ) ie ; es a! 
‘a 2) * ee ** i 
jae, 7 @ a 3 af 7 ol 4 r Bi sree 
& . i : he a 2 ~ s Lee - ae Ln is : 
i sy 4 A Fes ‘ eo oe : 2 . “8% Siete et ipa 
4 é aa H ‘A 2 . Pe s hd ee F . vate Via eer ‘ : Hay a 
; aaa . ' a Se Se a 1 ee iS *, - ae 
'h). baw a a 
tis ee ear Oa | — is gs ? err ke ay ae _—" =: . 
yner i ed ce _—* a Co a, 38 A 4 x gs se 
ice - * a ae rm air om 2 i. $i gies 
” , it f an m ™ & j . 
hey, Hy x oe ip ou ¢ ha » ey 7 
a 4 ts ~ ae a 5. ioe 
4 5 si, y > > ¥ * ’ Ma! ‘ ne 
. al ;, * a. eS 
pro- Se FAVORITE ne . = j 
club ae 8 
sup- nf fi a 
‘ wy " 
tions ——_ ae « 
» and _ aoe 
“ving is ee Ps : ual ; i “as 4 : 
ibin- / = a hi ie a f a ee 
ae on , ole ‘ as 4 : 
% ‘, -_— he wt Te ag y/ | | = 
a 7, | BaZe mr aR E , Pegs a 
2 ws “wed fable br : py ge | 2 
ae ; 7 ; alt: a ‘ } a te Blots Beer: te Geo ‘aie - , | : E 
cago, 9 o> : o 4 Te eene naapetn ead ty . ay : 
strial Ly Ms . O hr eee eee i +? 
- \ “Ne & eagaeelia “3 my HY if wag i i <j 
>, out ee - Ne ba ‘4 ne reason is this the mai ood de 4 cae a 7 “5s if ial 
e . * serrata we pars es aed B. Hs 7 j \ nmnoree ’ tem i ? 
psorb aS ee £e oo ‘ie | aa 7 aan 
oy € wre . nee ee Ca ae i as 
s : —CcrS BS poms: 
4 ” rg _ — ~ tor treedom 
, has ee i: | > f a STAR Mais | | 
x and 2 CTAR. - eave _ QOALITY Wears —_ | 
d ad- = 
Fait, a. 
& 
ai: ne * % ; os F a ; i 3 > Bis “ ‘ eek: * : ae ; -. rs 
a ae. 3 a o ; a es * ; : . ) ° . r os 
a é a : fee 


Wing-Collar Production Is Down 


om WAS when a man could frame his chin in one of those 
things, and—if he didn’t steal any horses, mark any aces, or get 
caught reading ‘‘the funnies”—business would flock to him on 
the basis of dignity alone. 


But we don’t see many wing-collars these days. 


The old outward trappings of dignity-for-dignity’s-sake are 
going fast. And high time! For, with America at work, we have 
learned that dignity does not depend on appearances alone . . . but 
rather that true dignity lies in honest vitality and achievement. 


There are some heads of companies who pass up a vital pub- 
lication like Puck-The Comic Weekly, when the advertising de- 
partment or the agency recommends it, because of a fancied lack 
of dignity. They refuse to look upon it as a place to present a 
sales-winning story about their advertised products. Maybe they 
do not know that Pond’s creams and powders, Lever Brothers 
soaps, R. J. Reynolds cigarettes and tobaccos, Pepsodent, Bendix 
Aviation, Hormel’s Spam, Colgate Dental Cream, Gillette Razors, 
Corning Glass, Kleenex, Doubleday Doran books, Walter J. Black 
classics and many other important companies are regular advertisers. 


Actually there isn’t a more popular or better liked group of 
companions for any company’s advertising than Blondie and Dag- 
wood, Jiggs and Maggie, Skippy, Flash Gordon, Prince Valiant, 
Donald Duck, Tillie the Toiler, Toots and Casper, the Katzen- 


i 


Fi, 


jammer Kids...in fact the whole roster of Puck’s characters. 
These cartoon friends of America are ready to become yours too! 


When choosing: a medium for carrying an advertising mess- 
age— whether institutional or sales promotional—consider these 
facts : 


1..More people (men, women and children) read “the comics” 
than any other entertainment feature. 


2. .Visibility and readership are tops because Puck-The Comic 
Weekly accepts only one advertisement to a page. 


3. . Puck produces results. The Colgate-Palmolive-Peet Company 
used a single color page in 1933. Year after year for the past ten, 
this advertiser has carried increased schedules. Today the company 
is one of the most consistent users of advertising in Puck-The 
Comic Weekly. 


Puck-The Comic Weekly is distributed to more than 6,000,000 
families through 15 great Sunday newspapers from coast to coast 
and is read by over 20,000,000 people— reaching men and women 
as well as the youth market. So sales-minded executives with an 
eye to the future should ask to see and carefully consider Puck's 
analysis of “Your Customers of Tomorrow,” a sound presentation 
chock-full of sales information. Puck-The Comic Weekly, 959 
Eighth Avenue, New York— Hearst Building, Chicago. 
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